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. _ |
The Perfect Energy Storm: 2000-2001 Faced with

In late 2000, California’s electricity supply system was facing serious shortages. At theg;dden and
time, analysts predicted that California’s peak demand for the summer of 2001 could .

short by as much as 5,000 megawatts (MW), and Californians could expect 34 days of uge increases
blackouts. Analysts estimated that the financial cost of these power interruptions to Cali? the wholesale

fornia could reach $16 billion. price of power

Several key factors contributed to this situation, including a 12-year period with no conand the threat
struction of new major generation facilities, increased energy demand in California and@feblackouts,
western United States, policy changes that adversely affected energy efficiency ProgrgRg State of
drought conditions throughout the West and the shut down of power plants. The conver-

gence of these factors created a type of “perfect storm.” California )
worked quickly
and

The State’s Conservation Solution aggressively to

prevent a full-
As early as August 2000, Governor Gray Davis issued three energy-related executive gcgle power
orders, which reduced energy consumption by state government and sped up the time jt . .
takes new power generating facilities to win approval from state agencies. In addition, %SIS.
governor formally requested that the California Attorney General investigate suspected
manipulation in the wholesale electricity marketplace. In September, the governor signed
Assembly Bill (AB) 970, which provided the first major infusion of funds for state conser-
vation and efficiency programs.

Faced with sudden and huge increases in the wholesale price of power and the threat of
blackouts toward the end of 2000, the State of California worked quickly and aggressively
to prevent a full-scale power crisis. By December, state agencies were ramping up a com-
prehensive outreach campaign to encourage Californians to conserve energy. In his Janu-
ary 2001 State of the State Address, the governor unveiled plans for a $250 million
investment in energy conservation, urging Californians to “flex the enormous clout we
have as consumers. We are 34 million strong and the sixth largest economy in the world.
By reducing our electricity demand — by even a small amount — we can reduce the price,
awid shortages and lower energy bills.” The governor also proposed cash incentives for
replacing inefficient refrigerators, clothes washers and air conditioners with more efficient
models, as well as a comprehensive campaign to create energy-smart schools, homes,
workplaces and communities.
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|
The Flex Your
Power
campaign was
the most
aggressive,
comprehensive
and integrated
energy
conservation
and efficiency
effort in the
history of the
United States.

In April 2001, Governor Davis unveiled the specific goals of the State’s three-pronged
energy management program, which tackled generation/supply side issues, stabilization/
restructuring plans for the power industry, as well as a conservation/demand-side manage-
ment strategy. The following report focuses on the third element of the State’s energy
management program: conservation and efficiency outreach.

Governor Davis named the Secretary of the State and Consumer Services Agency (SCSA),
Aileen Adams, to head the State’s conservation efforts and signed Senate Bill (SB) 5X and
Assembly Bill (AB) 29X to provide funding — more than $850 million — for the efforts,
from incentives to outreach. The sum of these actions resulted in the Flex Your Power
campaign — the most aggressive, comprehensive and integrated energy conservation and
efficiency effort in the history of the United States. In this report, Flex Your Power refers to
this integrated campaign, which was coordinated by SCSA and directed by Walter
McGuire of McGuire and Co., Inc., and included outreach efforts by numerous state agen-
cies, field staff and thousands of business, nonprofit and local government partners. This
effort also included the advertising campaign and collateral related to the energy efficiency
promotions. Flex Your Power, in the broadest sense, also included a comprehensive state-
wide media campaign that worked closely with these outreach efforts and was coordinated
by Kathleen Hamilton, the director of the Department of Consumer Affairs (DCA).

Phases of Education and Outreach Efforts

Poll data in early February 2001 revealed that Californians grossly overestimated their
current efforts to conserve energy. Therefore, it was imperative to Flex Your Power that the
conservation education and outreach and advertising and media campaigns effectively
educate residents on ways to reduce energy use and urge them to shift energy use away
from peak hours to avoid blackouts. To that end, the State designed a comprehensive out-
reach campaign that targeted not only the general public, but also specific sectors and eth-
nic and age groups. The outreach campaign unfolded in three broad phases:

» Phase 1: Conservation (especially at peak) and Leadership
(Summer 2000 to Spring 2001)

During the first phase, DCA began an aggressive statewide paid media campaign that
reached 95 percent of adult and teen Californians with information about energy con-
servation. This effort also focused on reaching African-American, Hispanic and Asian-
American populations through targeted cable, radio and newspaper ads. The media
campaign, which began in February 2001 with its educational conservation-at-peak
message and tagline “And it's not even hard,” lasted through the autumn months of
2002. During this period, the State drew up a comprehensive multifaceted campaign
plan and recruited key organizations to participate in various initiatives to reach all
Californians to drastically cut energy use. The State also took concrete actions in State
buildings to provide the leadership and road map for others to follow.

In the spring, Governor Davis proposed, and the CPUC approved, the 20/20 Program,
which provided businesses and residents an incentive to save energy by directing the

investor owned utilities to give a credit of 20 percent for all customers who cut energy

use by 20 percent or more from the same month in 2000. This program ran for the four
summer months of 2001; and for residents only, it ran again for four summer months in
2002.

» Phase 2: Partnerships and Momentum
(Late Spring through Summer 2001)
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During Phase 2 of the campaign, which ran from late spring through the summer (! ——
2001, Flex Your Power announced the bulk of the 13 initiatives designed to recruit State

every Californian to participate in the conservation effort and immediately reduce
energy demand. The initiatives targeted the commercial and industrial sectors, govgg—ver nment led
ment, agriculture and residential. After identifying the target audiences, Flex Your by example
Power placed field staff in five regions (Sacramento, San Francisco, Fresno, Los Artgﬁough energy
les and San Diego), and tasked them to recruit partners in the commercial, local gczy- duction
ernment, water, agricultural and residential sectors and to communicate with partn r? ’
on a regular basis. The advertising tagline was changed to reflect this new cooperat@élgher
phase: “Together we can get through this.” buj/djng

Phase 3: Efficiency and Long-Term Behavior Change standa_rds,
(Late Summer 2001 to Current) extensive

Phase 3 of the campaign started at the end of a highly successful summer without gytreach and
blackouts, when California was ready for the final, and in the long view, the most ;
important component of the outreach effort: locking in conservation behavior and pa_zrtners_h/ps_
focusing on energy efficiency. The initiatives launched during this final phase reemWith California
phasized the need for conservation and introduced and made energy efficiency acggggsinesses.
ble to all Californians. Again the tagline was changed to reflect this third phase,

“Conservation, it's a way of life,” and “Let’s keep flexing our power. It's working.”

Flex Your Power Initiatives

Initiati ve #1: State Leadership

State government led by example. Early state leadership efforts included substantially
reducing energy consumption in state buildings; developing the strongest energy-efficient
building standards in the world; incorporating sustainable building designs and operations
in state buildings; using every state department to reach out to its constituencies with pow-
erful conservation messages; and building early partnerships with businesses and business
organizations.

Major State Buildings Reduced Energy Use by More Than 20 Percent and Saved
$9.2 Million Over Two Years State facilities follow aggressive energy conservation
protocols, which include reducing lighting loads, setting interior temperatures at
energy-saving levels and reducing the use of nonessential office equipment and appli-
ances. These measures enabled major state office buildings to reduce their overall
energy consumption by 22 percent in 2001. In 2002, major state buildings continued to
use approximately 20 percent less energy than in 2000. These efforts resulted in $9.2
million in saved energy costs for the State in major state buildings alone. Energy effi-
ciency retrofits of hundreds of state facilities also are underway, with the goal of saving
an additional 100 megawatts (MW). As part of the retrofit process, the Department of
General Services (DGS) undertook investment-grade energy audits in hundreds of
facilities. Even the governor’s residence was audited and retrofitted, cutting its utility
bills nearly in half and saving taxpayers an estimated $4,000 a year.

Strongest Energy Efficiency Building Standards in Country AdoptedThe stron-

gest energy efficiency building standards in the country were developed and approved
by the California Energy Commission (CEC) in record time and formally adopted by
the California Building Standards Commission. Among other things, these standards,
which went into effect on June 1, 2001, increase the emphasis designers and builders
must place on air conditioning and heating ducts, where wasteful leaks often occur,

e3e



Flex Your Power Energy Campaign Executive Summary

|
Flex Your Power
challenged
cities, counties
and special
districts to
increase their
commitment to
conservation,
pledge to cut
energy use by
an additional 15
percent and
encourage
similar action in
the communi-
ties they serve.

and reduce the amount of solar heat that radiates into a home through windows and the
attic. These building standards are saving an estimated 200 MW a year. In five years,
the savings are expected to reach 1,000 MW a year — enough electricity to power an
estimated 750,000 homes.

Sustainable Building Executive Order Ensured Efficiency and Cost Saving$he
governor's Executive Order D-16-00 required state agencies to design, site, build and
operate buildings that are energy, water and resource efficient. An interagency Sustain-
able Building Task Force developed a comprehensive blueprint for implementing this
executive order. One example of this collaborative approach to sustainable building
design and construction is the Capitol Area East End project — the largest building
project in the history of state government. The energy savings alone from this $392
million, five-building complex are estimated to reach $429,000 a year.

State Agencies Conducted Extensive Outreach to Encourage Conservati@ach

Cabinet agency used the thousands of daily contacts with citizens, businesses and oth-
ers to spread information about energy conservation and efficiency. State agencies
placed energy conservation messages on state websites, in millions of regular and spe-
cial communications, lottery tickets, bumper stickers on state cars and mailings to pro-
fessional licensees. These communications included:

« Placing conservation messages on 19 million vehicle registration and license
renewal notices, and more than 60 million messages in 2002;

« Including conservation inserts in more than one million tax return information
notices;

«  Contacting 97,000 businesses and business organizations in California;

- Sending information to every school superintendent, child care center and charter
school and establishing a facilities best practices website within the Department
of Education website;

« Distributing conservation tips at state parks and state museums like the California
Science Center, which has 1.3 million visitors a year; and

- Authoring articles on energy conservation in trade publications, newsletters and
other professional media, such as the Employment Development Department’s
California Employemewsletter, which reached more than 900,000 subscribers,
California Public Employees Retirement SysteREERSpectivesvhich reached
1 million members, or th€ ASBO Journalwhich reached thousands of school
officials across the state.

Department of Water Resources Reduced Pump Peak Load by 14 Perce@ne of

the State's largest users of electricity, the Department of Water Resources (DWR), par-
ticipated in the California Independent Systems Operator (ISO) interruptible load pro-
gram. When requested by the California ISO, the DWR interrupted up to 300 MW of
pump load during peak hours, or almost 14 percent of its peak load, through March 31,
2001.

State Agencies Partnered With Business Community to Save Enerdytate agen-
cies like the Technology, Trade and Commerce Agency (TTCA) and the SCSA part-
nered with a number of businesses and business organizations to encourage
conservation. For example:

«  Governor Davis’ Office of Emergency Services, California Highway Patrol,
TTCA, and SCSA collaborated with businesses and industry associations to
reduce after-hours outdoor lighting at retail establishments by 50 percent pursu-
ant to an Executive Order. Industry association partners included the California
Independent Auto Dealers Association, California Retailers Association, Califor-
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nia Chamber of Commerce, California Grocers Association, California Hote| ol
Motel Association, California Restaurant Association and California Manufacty/jth Flex Your

ers Technology Association. Power’s help in
» McDonald’s placed energy conservation messages on 4 million tray liners in .

1,100 restaurants. d‘?ve_lop’_ng and
«  The Silicon Valley Manufacturers Group (SVMG) distributed a series of e—maiglsmburmg

with energy conservation information to thousands of high-tech employees co//atera/, many

throughout California. local
Initiati ve #2: Energy-Efficient Communities/Local Government governments
Flex Your Power challenged cities, counties and special districts to increase their comWﬁre able to

ment to conservation, pledge to cut energy use by an additional 15 percent in their od@UNCch public
facilities in 2001 when compared with 2000 and encouraged similar action in the comgigfyication and
nities that they serve. In total, 572 energy coordinators — representing 426 cities, 54

counties and 77 special districts — were recruited to participate in the campaign and S{%K/VL@I’ eness

as messengers of the Flex Your Power message. programs.

= Hundreds of Local Governments Pledged to Save Energy and Appointed Energy
Coordinators: Flex Your Power collaborated with the League of California Cities
(LCC), the California State Association of Counties (CSAC) and the California Special
Districts Association (CSDA) to develop a joint challenge letter and energy coordina-
tor pledge for their members. The letter challenged local governments to:

« Pledge support to the Flex Your Power campaign.
» Reduce energy consumption by 15 percent compared with 2000.
- Identify an energy coordinator to work with Flex Your Power.

Throughout the campaign, Flex Your Power maintained regular communication with
energy coordinators to pass on new information, share energy conservation and effi-
ciency programs and policies, answer questions on energy conservation and efficiency
and point them in the direction of experts for more technical assistance.

= Local Government Trainings Held: Flex Your Power worked with the LCC, CSAC,
CSDA and the Office of Planning and Research (OPR) to develop local government
trainings for energy coordinators to help them implement energy conservation pro-
grams. Between September 17 and 21, 2001, Flex Your Power hosted a series of three-
hour trainings in each region, providing energy coordinators with information on the
campaign and tools and resources for getting their conservation and efficiency efforts
off the ground.

= Local Government Partnership Efforts Coordinated Flex Your Power participated
in bi-weekly Local Government Partnership meetings throughout 2001 to keep abreast
of all activities, with an emphasis on energy-efficient communities. The meetings,
which began in May 2001, were organized by the governor’s office and attended by
representatives from the Department of Health Services, Department of Aging, SCSA,
DGS, LCC, CSAC, CSDA, CEC and the CPUC. The meetings provided representa-
tives of local government groups with an opportunity to talk strategically about how
local governments could be coordinated in their energy efficiency efforts and how pro-
grams were proceeding.

= Public Outreach and Education Launched Through Local PartnershipsWith
Flex Your Power’s help in developing and distributing collateral, many local govern-
ments were able to launch public education and awareness campaigns. Flex Your
Power provided thousands of residential and low-income brochures in English and

e5e
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Flex Your Power
collaborated
with BOMA and
the SEIU to
develop a joint,
Statewide
energy
conservation
and efficiency
program to
immediately
reduce energy
use in
commercial
office buildings.

Spanish, lobby signs and kids posters. Local governments, with community-based
organizations (e.g., Aging, Meals on Wheels, public assistance, churches), fire and
police departments and others, also developed and coordinated a plan of action to assist
the elderly and other at-risk populations and vulnerable small businesses. Through the
summer of 2001, local government leaders participated in the Flex Your Power Light
Brigade Initiative, organized by the California Conservation Corps (CCC).

= Local Government Buildings Reduced Energy Usd.ocal governments had great
success implementing energy conservation and efficiency measures suggested by Flex
Your Power. Notable success stories include:

- City of Paramount, which has a population of 55,266, upgraded its heating, ven-
tilating and air conditioning (HVAC) system in City Hall and implemented light-
ing retrofits. The city reduced energy use 23.1 percent in three facilities in a five-
month period and received a rebate from Southern California Edison (SCE) as
part of the State’s 20/20 program.

«  City of Poway, which has a population of 48,000, was San Diego County’s No. 1
energy saver in July 2001: It reduced energy use 27 percent compared with July
2000 through programs that included the installation of LED traffic lights, a
lighting retrofit in city buildings and numerous rebates for people who purchased
and installed energy efficient appliances and equipment.

« City and County of San Franciscowhich has a population of 776,733, in part-
nership with the CPUC, implemented 13 efficiency projects that were estimated
to conserve 60 MW annually and as much as $5 million a year in avoided energy
costs.

«  County of San Bernarding which has a population of 1,709,434, converted
unused spaces into “cool centers” to help ease the summer heat for the county’s
low-income, disabled and senior-citizen populations. This project, coupled with a
public education campaign and energy efficiency upgrades of city lighting and
water systems, helped San Bernardino County reach its 10 percent goal.

Initiati ve #3: BOMA/SEIU Partnership: “Lights Out”

“Lights Out” was the first of three initiatives that challenged the business community to
reduce energy demand. Flex Your Power, in coordination with the State, the Service
Employees International Union (SEIU) janitors, the operating engineers and the Building
Owners and Managers Association of California (BOMA), developed a joint, statewide
energy conservation and efficiency program designed to promote the immediate reduction
of energy use in office buildings and to educate employees and visitors to the buildings.
Together, the SEIU janitors, the operating engineers and BOMA service and manage more
than 500 million square feet of commercial office space and 2 million to 3 million work-
ers. “Lights Out” asked the partners to commit to five main actions:

« Implement energy-efficient cleaning practices.

- Conduct conservation training of building users.

- Develop conservation programs.

« Retrofit buildings for energy efficiency.

- Disseminate conservation and efficiency information to building workers.

= BOMAJ/SEIU Partnership Saved Energy in 300 Million Square Feet of Commer-
cial Buildings: BOMA facilitated Flex Your Power’s effort to identify building manag-
ers and janitors around the State to serve as energy coordinators, provided rebate
information in English and Spanish, disseminated Flex Your Power energy education
materials to tenants and trained building workers. In total, more than 800 major com-
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mercial office buildings throughout the State implemented “Lights Qut” and Flex Y CHummmmm

Power worked with energy coordinators to distribute thousands of posters for buildfMpre than 70

lobbies and corridors, as well as hundreds of thousands of Flex Your Power consey&l—smess

tion brochures. Success stories include: T
1ssociations

» Chevron Real Estate Servicet San Francisco had been practicing energy sa@
ing measures since 1991 (saving 50 percent on energy consumption), yet the@nd hundreds
company integrated many best practice measures recommended by Flex Yousf hysinesses
Power. These included retrofitting 25,000 light bulbs and turning off hallway .
lighting during business hours. statewide

« PM Realty in San Diego reduced energy costs by educating tenants and empggm_mltted to
ees to be energy aware and efficient; changing cleaning procedures; retrofittimyttlng energy
lighting; and resetting tim_ers to minimize lighting usage during the day. PM use 20 percent
Realty saved 27 percent in energy costs. .

. . - o __In the summer

»  Thomas Properties Groupin Sacramento initiated a new janitorial cleaning
program for its building. Previously, janitors cleaned from 6 p.m. to 2 a.m. WitIQf 2001
13 floors fully lit. Under a new cleaning and lighting program, janitors started Compared with
work at 11:30 a.m., often using only core lighting. The program saved Thom ;
Properties $100,000 (9 percent) annually. “the previous

summer.

« The Delano Regional Medical Centem Delano, Calif., took part in a lighting
audit and delamped outside light bulbs; called for “lights out” in hospital corri-
dors that had no patients; and asked security guards to check thermostat settings
on rounds. The medical center saved more than 40 percent in energy costs in
2001.

Initiati ve #4: CEO Business Leadership

CEO Business Leaders Committed to Conservation GoalBlex Your Power, in
coordination with the State’s major business organizations and CEOs of prominent
businesses, developed a pledge, under which businesses and employees committed to
conservation goals and a course of action to achieve them. The CEOs and top execu-
tives were targeted because they could make immediate and significant decisions to
conserve energy and commit to energy efficiency. Among other commitments, the dec-
laration committed CEOs to achieve collectively an overall 20 percent reduction in
energy use as compared with the same period the previous summer. Such conservation
would focus on office and commercial operations and with an effort to optimize effi-
ciency in industrial processes, to the extent possible, by taking some or all of the fol-
lowing steps:

«  Set thermostats for occupied space at 70 degrees during the summer of 2001.

» Immediately reduce lighting levels by 25 percent and by an additional 25 percent
upon the declaration of a Stage 2 energy shortage emergency.

« Close window blinds and shades.

«  Turn off and unplug all office, kitchen and other equipment when not actively in
use.

- Consider without prejudice and apply as appropriate those additional measures
detailed in the list attached to the declaration.

» Name an energy conservation coordinator.
- Distribute Flex Your Power lobby signs, posters and brochures.

More than 70 business associations, including all the major ones statewide, and hun-
dreds of major businesses made these commitments by signing the declaration and
drastically cutting energy use during the summer of 2001. Over the remainder of the
campaign, Flex Your Power enrolled 1,332 business energy coordinators and commu-
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The Energy
Education in
Schools
Initiative put
energy-
reduction
information in
the hands of
teachers,
principals,
students and
parents and
implemented
energy
conservation
partnerships
and activities
for the school
year.

nicated with them regularly about energy efficiency opportunities, new initiatives and
to promote the distribution of Flex Your Power collateral material. Success stories
include:

« Allergan, Inc. in Los Angeles performed energy audits on all of its facility build-
ings to identify areas to reduce energy use. In 2001, compared with 2000, the
company headquarters in Irvine, Calif., reduced electrical consumption 12 per-
cent.

e Automobile Club of Southern California in Orange County retrofitted lighting
and installed HVAC computer and energy management system upgrades through-
out the company’s 75 locations in 13 Southern California offices.

- Bank of Americaturned off outside lighting, including its “B of A” logo on all
1,000-plus buildings throughout the State, and implemented other Flex Your
Power commitments such as delamping 25 percent of its lighting.

« Gelson’s Marketsin Los Angeles installed energy management systems to con-
trol lighting, HVAC and case warmers saving the supermarket chain roughly
500,000 kW annually.

« Lockheed Martin Missiles and Spacen Sunnyvale participated in Pacific Gas
& Electric’'s (PG&E) Demand Reduction Program. As part of the program, Lock-
heed retrofitted lighting and conducted an employee energy awareness campaign.
In total, Lockheed received more than $600,000 in rebates and realized energy
savings of $4.8 million in 2001.

- Marriott International, Marriott Hotels represents seven different hotel chains
statewide. Through an aggressive energy conservation campaign, which included
internal audits, retrofit improvements, conservation best practices, utility tracking
and new lighting standards, Marriott achieved a BTU per square foot improve-
ment in 2001 of more than 10 percent, with one of the hotels reporting an aston-
ishing 50 percent improvement.

Initiati ve #5: Enegy Education in Schools

Flex Your Power had two main objectives for this initiative: put energy-reduction informa-
tion in the hands of teachers, principals, students and parents and develop and implement
energy conservation partnerships and professional development activities in the 2001/02
school year. In developing the overall program, the SCSA and Flex Your Power met and
collaborated with the superintendents and representatives in school districts throughout
the State, state and federal agencies, utilities, science centers and more than 40 profes-
sional and educational associations and organizations. Their input and expertise resulted in
the development of a broad range of program activities:

. 4 Through 6" Graders Statewide Used Energy Challenge Activity KitFlex Your
Power and the SCSA developed and distributed the Kids’ Flex Your Power Energy
Challenge — an energy activity kit and resource guide fof"al% and é" grade
teachers and students statewide. Approximately 135,000 students/households through-
out California completed a home energy audit homework assignment included in the
activity kit. More than 4,100 teachers received Energy Hero Awards for attaining 75
percent class participation on the energy audit homework assignment.

« Grant Program Funded Innovative Teacher Projects The Energy Education Grant
Program provided California K-12 teachers with the opportunity to receive grants of
up to $3,000 to support innovative projects to teach energy conservation and efficiency
to their students. The SCSA awarded 210 energy education grants to schools in 31
counties. Funded projects included science exhibits, energy conservation murals, sci-
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ence experiments, energy audits, field trips, professional development and energ —
patrols. More than 3,000

Grant Program Sparked Energy Education Art Projects The SCSA collaborated student leaders
with the California Arts Council to fund the Energy Education Through Arts grant pig/ere trained
gram, which presented an opportunity for artists in various disciplines — visual artsthrough

theater, dance, music, literature and media arts — to develop creative approaches to

teach energy conservation and efficiency. Grants of up to $6,000 were awarded foV‘éQrkShOpS and
ists to work with teachers and students in K-12 schools. Each grant also included @&cCtivities on
public display component, such as a staged performance, mural painting, poetry r%?ﬁergy

ing, video screening, touring exhibit or Internet art gallery. Twenty-four projects were .
funded in 15 counties, reaching an estimated 8,000 students and teachers. conservation

. _ - and efficiency.
Large-Scale Energy Education Projects to Reach up to 2 Million Student$he

Innovative Energy Education Grant Program enabled California schools, local govern-
ments and nonprofit organizations to receive grants of $25,000 to $200,000 for larger-
scale innovative projects and activities that teach school children about energy conser-
vation and efficiency. Most of the eight funded projects were regional and multi-county
in focus and have the potential to reach up to an estimated 2 million K-12 students and
24,000 teachers and community members. Eligible projects included creating Web and
other technology programs, conducting science fairs, designing and holding an assem-
bly program for an entire school district, constructing a traveling exhibit, training
teachers, creating energy conservation murals and reaching out to the community.

Central Valley Schools Implement Energy Efficiency ProgramsCentral Valley

School districts undertook a comprehensive energy education, teacher training and
facility improvement effort. The program provided technical assistance to help school
districts develop energy conservation projects that increased school site energy effi-
ciency. Recently, the SCSA was awarded $4.4 million from the CPUC to expand this
Central Valley initiative. With this new funding, the SCSA anticipates that it will reach
up to 50 school districts during the next two years.

Recycle Rex Assembly Program Expanded to Include Energy Conservatiohhe

SCSA partnered with the Department of Conservation to integrate a round of energy
conservation questions into an existing Recycle Rex School Assembly Program — a
fun-filled game show format for K-3 students that included prizes, student participation
and an appearance by the other purple dinosaur, “Recycle Rex.” This partnership
enabled the Recycle Rex Assembly Program to visit 850 teachers and more than
18,000 K-3 students at 68 schools in 12 counties during the 2001/02 school year with
the message, “Recycling Saves Energy.”

Student Leadership Group Trained More Than 3,000 StudentsThe California
Association of Student Councils (CASC), a student leadership group that works with
elementary, middle and high school student councils throughout the State, adopted
energy conservation as a central policy focus and incorporated the message in its stu-
dent leadership workshops and activities. This included expanding school outreach
efforts, developing a mini-grant program for student councils to develop energy con-
servation activities at their school site and increasing the number of student leadership
training seminars on energy conservation. To date, CASC has convened 20 energy
workshops, training more than 3,000 student leaders. Through this program, the SCSA
awarded 26 grants to schools in 16 different counties across the state.

California Science Center Created Energy Conservation ExhibitsThe SCSA part-
nered with the California Science Center in Los Angeles to develop a comprehensive
energy conservation program, including energy conservation exhibits, a summer sci-
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Flex Your Power
conducted a
vigorous
outreach
campaign to
approximately
30,000 nonprofit
organizations
and community-
based
organizations
across the
State.

ence program, an energy conservation school outreach program that reaches up to 250
students at a time and an energy conservation exhibit that will travel to other science
centers in the State. An estimated 1.3 million people a year, most of whom are children
and students, visit the Science Center. This program is continuing throughout the 2002-
2003 school year.

California Boys & Girls Clubs Implemented Model Energy Program The SCSA
partnered with the Boys & Girls Clubs of America to coordinate and implement an
energy program to a select group of 15 clubs in five regions of the State — Los Ange-
les, San Francisco, Sacramento, San Diego and Fresno. The clubs developed an energy
conservation program for their members that included basic energy education, peer-to-
peer training, community and family outreach, creative projects, regional conferences
and community events. This California model is being used as a national model for
other Boys & Girls Clubs around the country.

Green Schools Program Achieved Energy Savings at Schadl$e Alliance to Save
Energy’s (ASE) Green Schools Program is a highly successful, holistic energy conser-
vation program that has been implemented in numerous cities and school districts
throughout the nation. By using energy audits, energy patrols, classroom projects and
facility operator training, the Green Schools Program achieved between 10 and 15 per-
cent energy savings on average at the schools where it was implemented. The SCSA
partnered with the ASE to increase the number of school districts implementing Green
Schools in the State. The SCSA funded activities in more than 20 schools in about 10
school districts, with more programs still to come.

San Diego Schools Achieved Energy Conservation and Efficiency MeasurBan

Diego Unified School District (SDUSD) is the second largest district in California and
the eighth largest urban district in the United States. San Diego was the first region in
California to experience the price increases associated with the energy crisis. As a
result, the SDUSD implemented a number of energy conservation and efficiency activ-
ities at its facilities, including EERGY STAR® benchmarking and retrofit projects.

Incentive Program Promoted Energy Education and Conservation in Riverside/

San Bernardina: The Energy Education and Conservation Incentive Program con-
sisted of a full range of energy education and efficiency activities to promote energy
conservation within seven school districts in Riverside and San Bernardino counties
and provided technical assistance to these school districts as well as other programs.
Activities associated with this program included disseminating energy education cur-
riculum, conducting teacher trainings, and providing technical assistance to schools on
specific energy retrofit projects.

Initiati ve #6: Nonpiofit/fCommunity-Based Organizations

Flex Your Power conducted a vigorous outreach campaign to approximately 30,000 non-
profit organizations (NPOs) and community-based organizations (CBOs) across the State
and challenged them to pledge to reduce energy consumption by 20 percent and communi-
cate an energy conservation message/pledge to their millions of members. Flex Your
Power estimated that with the help of NPOs and CBOs, the campaign reached approxi-
mately 2.2 million state residents with educational information about energy conservation
and efficiency.

Partnership Developed With California Association of Nonprofits (CAN) Flex

Your Power and the CAN jointly developed a Declaration of Action for nonprofit
energy conservation modeled after the CEO Declaration. Flex Your Power distributed
the Declaration to 30,000 NPOs and CBOs. Regular communications with CBOs
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enabled Flex Your Power to answer questions, address concerns and provide fu i
conservation tips. A total of 567 nonprofit organizations signed the pledge. Under the

NPOs/CBOs Led by ExampleIn addition to spreading the energy conservation megL{g_ht_ Br/gade”
sage to its members through newsletters, websites and e-mails, many NPOs/CBORItiative, more
took steps to reduce energy use in their facilities. than 1.9 million

The American Lung Associationreduced its electricity use by as much as 25 CFLs were
percent. The Central California affiliate adopted a four-day workweek through
September, which resulted in a 44 percent decrease in electricity consumptioR@'sonally
a month. The Santa Clara/San Benito affiliate used fans throughout its office.dfjStributed to
Energy-saving light bu_Ib; and con;ervgtion informatipn were distributed at near/y half a
American Lung Association of California board meetings. L

million homes

The Inter-Tribal Council of California provides community resources informa- .
tion to Native Americans statewide. A Flex Your Power message was inserted t@tewide.
the Council’'s August newsletter, which was sent to 112 tribes statewide, reaching

out to approximately 150,000 Native Americans. Inter-Tribal Council staff set

thermostats at 78 degrees F, turned off lights and vents in all unoccupied office

rooms and turned off all office machines when not in use. Break-room machines

and refrigerators were either turned off when not in use or their thermostats were

raised.

Mercy Housing California, which develops low-income housing, reached out to
1,000 tenants/residents in the Sacramento area via newsletters with the Flex Your
Power conservation message; cut energy use 34 percent by changing office hours
to 6:30 a.m. to 3:30 p.m. during the summer; turned off half of all the lights in the
office; kept the thermostat at 78 degrees F for the summer months; and made sure
that office equipment was set to the “save energy” mode when not in use. Mercy
Housing qualified for a 20/20 rebate, and was able to, along with another tenant,
cut energy use 32 percent in its entire building.

Initiati ve #7: “Light Brigade”

Toreach California’s low-income residents, Flex Your Power coordinated with the Califor-
nia Conservation Corps (CCC) to implement the “Light Brigade” Initiative, a 17-week
door-to-door walk in low-income neighborhoods throughout the State to provide home
energy-audit education, rebate information and free compact fluorescent light bulbs
(CFLs). Flex Your Power coordinated the printing of brochures, media and public informa-
tion.

1.9 Million Light Bulbs Distributed to Nearly Half Million Homes : Between May

and August 2001, the CCC and Local Corps mobilized more than 1,100 corpsmembers
to participate in the initiative. Corpsmembers walked 7,300 miles and distributed more
than 1.9 million energy-saving CFLs to 475,000 residences and 1.4 million Flex Your
Power Energy Saving Tips brochures to more than 700,000 residences.

Coordination and Participation of Local Government Encouraged Flex Your

Power worked to ensure coordination between the CCC and local government officials.
Each week, Flex Your Power sent a list of cities and neighborhoods that the Light Bri-
gade was planning to visit and worked with the League of California Cities (LCC),
California State Association of Counties (CSAC) and California Special Districts

Association (CSDA) to post the information on their websites to give their cities, coun-
ties and special districts “advance warning” of the Light Brigade in their community.

Flex Your Power’s coordinating efforts encouraged county, city and elected officials
officials to participate in the Light Brigade.

e]]



Flex Your Power Energy Campaign Executive Summary

|
The campaign
secured 261
energy
coordinators
and pledges
from water
agencies to cut
energy use by
15 percent in
their facilities.

Initiati ve #8:Agricultur e Action

Flex Your Power developed the Agriculture Action Initiative and coordinated a task force

to challenge agricultural producers, processors and irrigators to cut their energy consump-
tion by improving agricultural-pumping and agricultural-processing efficiency through
operational changes and retrofits. The initiative aimed to help agriculture businesses learn
how to shift loads off-peak, determine what retrofits would be most suitable and take
advantage of available funding for such retrofits. The campaign formed partnerships with
agricultural businesses, county farm bureaus, agricultural energy and irrigation organiza-
tions and other agricultural groups, through which Flex Your Power distributed 53,000
brochures with basic information on funding programs.

Additionally, the Department of Water Resources (DWR) Office of Water Use Efficiency
conducted outreach activities that included: helped with mobile irrigation laboratories;
coordinated with the California Rural Water Association to present workshops related to
rural water conservation, irrigation and financial assistance; partnered with the University
of California Cooperative Extension to conduct workshops on irrigation scheduling; wrote
and printed publications and articles on the issues; and used its websites to educate the
agricultural community on water/energy conservation.

Initiati ve #9: Sae Water — Save Enemgy

Flex Your Power teamed up with both public and private water agencies to maximize con-
servation of water and energy statewide. The idea was to promote a new conservation mes-
sage that saving water also saves energy. Indeed, up to 7 percent of the State’s energy is
used to pump and clean water. The overall goal was to get as many of the public and pri-
vate water and wastewater districts in the State to make a pledge to reduce energy use by
15 percent through water and energy conservation measures in their facilities and in the
communities they serve.

= Hundreds of Water/Wastewater Agencies Pledged to Cut Energy Use and
Appointed Water/Energy Coordinators: Flex Your Power met frequently with the
State’s Department of Water Resources (DWR) and seven statewide water associations
to develop an initial packet for water and wastewater agencies that included a joint let-
ter, a five-point energy plan pledge, an energy coordinator form and a summary of the
initiative. The letter challenged 1,130 water districts throughout the State to promote
the message that saving water also saves energy. Flex Your Power also worked with the
associations and the DWR to develop an extensive water/energy coordinator informa-
tion packet for participating water agencies. In the end, the initiative secured 261
energy coordinators and pledges from water agencies to cut energy use by 15 percent
in their facilities.

Throughout the campaign, Flex Your Power maintained contact with the water/energy
coordinators to pass along updates and new information such as the programs and pol-
icies of other water agencies, answer questions on conservation and efficiency and
point them in the direction of experts for more technical assistance.

= Agencies Committed to Public Outreach and EducationWater and wastewater
agency partners supported Flex Your Power public outreach and education efforts in
two key ways: Flex Your Power distributed Save Water, Save Energy lobby signs and
brochures to their communities and helped to spread the word about Energy Efficient
Appliance Awareness Promotions. Flex Your Power designed the awareness week, held
August 11-18, 2001, to:

- Create energy savings at each retail store level through conservation and effi-
ciency measures;
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Increase sales ofNERGY STAR® appliances (clothes washers) through promnm -
tion of ENERGY STAR® appliance rebates offered by energy and water utilities, The campaign
newspaper ads and collateral materials promoting the benefiteREE STAR®

appliances; and Canvassed

Raise salesperson awareness of the benefitsed STAR® appliances Sma/_/ business

through sales training materials. districts to
recruit small

Water/Wastewater Facilities Reduced Energy Usé-lex Your Power’s extensive )
marketing of the rebate, grant and loan programs offered by the CEC and utilities r3lSinNe€sses to
it possible for many water and wastewater agencies to implement a variety of energystribute

efficiency and conservation programs. Success stories include:

ener
Central Contra Costa Sanitary District (CCCSD)in Martinez, Calif., installed con Sge);V ation
a modified air inlet to its existing cogeneration gas combustion turbine, which
produces 3,000 kW (90 percent) of the treatment plant power requirements. TWOChures, to
modified air inlet increased net power production by 200 kW. Despite renova-provide
tions CCCSD was able to reduce imported electrical power by 58 percent in 2 m‘ormation

compared with 2000. .
Foothill Municipal Water District in La Canada Flintridge, Calif., revamped its about retrofit

energy conservation effort in March 2001 by incorporating a public outreach prograims and
campaign; working with the Foothill Fire Department to coordinate power conprovide a free
servation with fire fighting efforts during peak summer months; auditing all fagi?- .
ities; and retrofitting lights with CFLs. A June 1, 2001, bill showed an energy JSE1€rgy audit.
reduction of 15 percent.

Humboldt Bay Municipal Water District in Eureka, Calif., replaced aging
water pumps with energy-efficient pumps, for a 44 percent reduction in energy
usage during June 2001 and a 54 percent reduction in July 2001.

Moulton Niguel Water District in Laguna Niguel, Calif., used programmable
logic controllers to control off-peak pumping. This technology enabled 77 district
pumping stations to benefit from lower off-peak utility rates, saving the district
$320,000 each year and reducing its energy bill by 20 percent.

Initiati ve #10: Small Business

Flex Your Power canvassed business districts in the five primary California regions for

four weeks during the late summer and early fall of 2001 with three objectives: to recruit

as many small businesses as possible to distribute Flex Your Power energy conservation
brochures; provide information about small-business retrofit programs, including rebates
and loans offered by utilities and no-cost/low-cost recommendations such as minor light-
ing upgrades; and provide a free energy audit to small businesses to help them determine
the most energy and cost-efficient retrofits for each store. Small businesses were then con-
tacted for a free energy audit by home improvement stores that Flex Your Power recruited

— most notably Home Depot. Another feature of this initiative was Flex Your Power’s
work with Philips Lighting, which, at its own expense, retrofitted all lighting over a full

city block in the City of Berkeley. The widely circulated results of this pilot showed an
energy savings of 45 percent.

Initiati ve #11: Enepgy-Efficient Appliances, Lighting and Home

Impr ovement Products

Flex Your Power’s most far-reaching initiative designed to achieve long-term savings
through energy efficiencies was the Home Improvement and Appliance Awareness Initia-
tive promotions, a partnership program between Flex Your Power and the manufacturers
and retailers of energy-efficient appliances, lighting and other products throughout the
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The five
promotions,
held between
August 2001
and October
2002, led to a
100 percent
increase in the
sale of energy-
efficient
appliances and
an astonishing
400 percent
increase in the
sale of energy-
efficient
lighting.

State. In planning this initiative, Flex Your Power sought to address several obstacles to
successful energy-efficient appliance promotions:

- Utilities did not run significant promotional campaigns for energy-efficient light-
ing, equipment and appliances.

- Investor-owned utilities (I0Us) and municipal utilities offered rebates on differ-
ent products, at different rebate levels and often at different times throughout the
year.

« Retailers and manufacturers did not vigorously promote energy-efficient products
in the State because of the patchwork of incentive programs.

- Advertising was impossible because there were different products and rebate lev-
els within each media market.

Task Force Meetings Convened With Stakeholderdhroughout the summer, Flex

Your Power convened meetings with stakeholders, such as utilities, manufacturers and
retailers, to identify what they could commit under this initiative, as well as what the
State could offer to encourage manufacturers and retailers to participate. The task force
concluded that manufacturers would participate if they saw a long-term planning strat-
egy and coordination among key partners, utilities and the State. The major promotion
developed by Flex Your Power included newspaper ads, retailer recruitment, collateral
material and salesperson training, which made it far more likely that energy-efficient
products would be shipped to the California market by manufacturers.

Flex Your Power developed actions, to which retailers agreed to undertake in order to
participate:

« Make best efforts to reduce energy use in their stores by as much as 20 percent;
« Sell ENERGY STAR®-qualified products;

- Train all sales associates on the benefits of efficient appliances using salesperson
training cards and pocket cards written, printed and provided by Flex Your Power
(to help retailers sell the products, Flex Your Power developed these training bro-
chures for sales staff); and

- Display and handout educational materials provided by Flex Your Power empha-
sizing the value of energy-efficient appliances along with valuable energy effi-
ciency tips.

Energy Efficiency Appliance and/or Home Improvement Awareness Promotions
Successfully LaunchedFlex Your Power recruited about 1,200 retail appliance and
home improvement stores throughout the state and developed and delivered brochures
and point-of-purchase signage for participating stores, tailoring the collateral to the
season and available products. Full-page ads promoting energy-efficient products and
listing all participating retail stores were placed in major newspapers statewide. The
five promotions, held between August 2001 and October 2002, led to a 100 percent
increase in the sale of energy-efficient appliances and an astonishing 400 percent
increase in the sale of energy-efficient lighting. The promotions were:

1. ENERGY STAR® Sales Skyrocketed, August 200T he first Appliance Aware-
ness Promotion was a huge success. Flex Your Power recruited 578 appliance
retailers to participate in the promotion (a number that has grown to nearly 1,200
in subsequent promotions). Rebates were available for most products involved in
the promotion thanks to SB 5X legislation passed in response to the energy crisis.
Numbers from one of the major retailers and accumulated sales numbers from all
ENERGY STAR® manufacturers compared the increase in the percentage of
ENERGY STAR®-qualified appliance sales during the promotion with sales during
the same period a year ago. Figures showed that:
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- Sales of clothes washers rose 110 percent in California compared with a E
percent increase nationally; Grocery stores
- Sales of refrigerators rose 50 percent in California compared with a 12 pegcross the State
cent increase nationally; and distri
istributed
- Sales of dishwashers rose 100 percent in California compared with a 50 per-

cent increase nationally. m_OIje than 13.5
million Flex
Winter Home Improvement Products Promoted, January 2002After the Your Power

success of the first Appliance Awareness Promotion in August 2001, Flex Your .
Power organized a second efficiency promotion, Winter Home Improvement flyers W’th_
Products Awareness. The goal was to remind Californians that conservation c@@nservation
tinued to be important during the winter and to promote home improvement efiif s to residents
ciency products. This pilot home improvement promotion focused specifically o .

energy-efficient home improvement and weatherization products to residentiargzrmg the week
customers. Hardware and home improvement retailers showcasraE of the Labor
STAR®-qualified CFL bulbs and/or fixtures, caulking, weather stripping and Df:‘ly holiday.
other home improvement products designed to help consumers save on their util-

ity bills. Unlike the first appliance promotion, there were no rebates (at least not

in the IOU service areas) supporting this promotion due to the CPUC timetable in

approving the programs. A total of 586 stores participated in this promotion, and,

once again, thousands of brochures and signage were distributed in addition to tip

cards and training kits to all salespeople.

Statewide Advertising Supported First Joint Appliance and Home Improve-

ment Promotion, May 2002 The goal of this joint appliance and home improve-
ment initiative was again to re-focus consumer attention on the measures they
could take in the spring and summer to manage hot-weather energy costs and to
assist the State in managing the overall energy demand. The promotion built
upon the previous promotions, combining the stores and products of the first two
promotions, and was scheduled to coincide with the announcement of rebates for
energy efficiency products. As in the earlier promotions, it was promoted with
Flex Your Power recruitment, collateral materials and newspaper advertising.
New retailer incentives to this promotion included statewide TV and radio adver-
tising and a second full-page newspaper ad listing the products and partner retail
stores. A total of 1,072 stores participated in this promotion.

Water Rebates Coordinated With August Promotion, August 20Q2This sec-

ond joint Energy Efficient Appliance, Lighting and Home Improvement Product
Promotion launched the week of August 19 and coordinated closely with water
agency rebate and promotional programs. Like the May 2002 promotion, it
included TV, radio and two full-page newspaper advertisements. All the same
commitments, collateral and other elements of the earlier promotions started to
become standard for these promotions. A total of 1,064 stores participated in this
promotion.

More Than 1,200 Stores Participated in Fifth Promotion, October 2002T his

final Energy Efficient Appliance and Home Improvement Promotion of 2002 per-
manently cemented the concept of coordinated energy efficiency programs state-
wide in California. The IOUs and most major municipal utilities and water
agencies plan to continue coordinating rebate levels and products and have indi-
cated a desire to continue working with Flex Your Power on the planning and
marketing of future promotions. As an indication of the program’s acceptance,
more than 1,200 stores participated with hundreds faxing in their participation
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The overall
message of the
initiatives was
conveyed
through the
statewide paid
aavertising
campaign.

agreements within hours of receiving it. These stores have come to expect the
coordinated promotions and educational collateral material.

Initiati ve #12: Giocery Store CustomerAwareness

Flex Your Power asked grocery stores across the State to participate in the campaign’s
effort to promote conservation during the “dog days” of late August 2001 and Labor Day
weekend. The California Grocer’s Association answered the call and agreed to help Flex
Your Power reach member grocers. A major effort, called the Grocery Store Customer
Awareness promotion, was undertaken to reach millions of people during these hot,
energy-vulnerable days. California grocers distributed flyers/bag stuffers, which were
developed by Flex Your Power, highlighting energy-savings tips for home and office, as
well as contact information on how to learn more about conservation and rebates. The
campaign recruited 3,000 grocery stores, including major chains such as 7-Eleven, Albert-
son’s, Safeway, Kroger, Food 4 Less and Whole Foods, to pass out 13.5 million flyers to
residents statewide.

Initiati ve #13: Uniersity/College Campus Outeach

Recognizing that the State’s university/college community was a hard-to-reach, yet critical
audience to whom it had to spread the message of energy conservation, Flex Your Power
developed the University/College Campus Outreach Initiative. In the fall of 2001 and the
early winter of 2002, Flex Your Power designed and distributed 1.05 million bookmarks
with energy conservation messages and 1,000 bookmark holders to 151 campuses and 284
participating facilities — reaching as many as 1.05 million people.

Media and Advertising Campaign

The statewide paid advertising campaign, supervised by the Department of Consumer
Affairs (DCA), provided the overall message context of the initiatives. The ad campaign
included simple messages executed through an integrated mix of TV, radio, print and out-
door advertisements targeted toward different demographic groups throughout California.
The media campaign relied on three important components:

« Brand equity — A logo for the Flex Your Power campaign was created to bring a
visual coherency to the campaign, serve as a shorthand message to remind Cali-
fornians to conserve and, most importantly, build brand equity to give the cam-
paign credibility when promoting initiatives in 2001/02 and so that use of the
logo would be an incentive for partners.

« Message tone — The tone of the Flex Your Power messages avoided placing
blame in order to more positively encourage an immediate response from the
public. The messages communicated that it was in the power of the public to
make a difference. Hence, Flex Your Power and the various taglines throughout
each phase.

« Message frequency and diversity — The advertisements ran frequently so that
ewery Californian either saw, heard or read and remembered the messages.

The simple messages of the media campaign followed the phase development of the out-
reach campaign, tying the entire conservation and efficiency education effort together.

« Winter Tips Broadcasted Statewide DCA's Flex Your Power ad campaign unveiled a
series of winter tips in TV and radio commercials on February 5, 2001. These ads con-
veyed information on how to conserve. The tagline was, “And it's not even hard.”
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These ads ran in the general market, as well as in traditionally African-American a
Hispanic markets. The ads presented no-cost conservation measures that when im@ey/ifornia’s

mented by many people could add up to considerable energy savings (such as unp i1ation in the
ging unnecessary appliances and asking people to shift energy use to off-peak hours].
The first round of ads ran through March 25, 2001, reaching 95 percent of Californid//nter of 2001/

teens and adults. 02 presented

Conservation at Peak EmphasizedPolls indicated that most Californians did not major

understand the concept of “peak” (when statewide use of electricity was at its highershallenges to
level producing the greatest potential for forced outages). During winter months, elqﬁe media

tricity use typically peaked between 4 and 7 p.m. During summer months, statewide .

electricity use peaked during the mid- to late-afternoon hours, as a result of high afc@mpaign
conditioning use. In addition, summer months typically represented the highest statbecause many
wide use of electricity compared with the rest of the year. When the advertising can>a/ifornians
paign resumed in the first week of May with warm-weather conservation tips, the gaal_,.

was to drive home the conservation message so that California could avoid bIackoib@_h?VEd the
during these high-energy-use summer months. Flex Your Power shifted its advertisi@/SIS was OVEr,
and media campaign to emphasize two primary messages: and after

« Reduce energy use during peak hours. Conservation at peak hours was the keS?ptember 11
awid potential blackouts during the summer. “ " !
ee news

» Adjust air conditioning thermostat to 85 degrees F while away and 78 degrees .
while at home. media about the

As mentioned above, the overall campaign was entering Phase 2 at this point, build@ergy
momentum by assembling and announcing partnerships to conserve energy. The aéﬁortage fell
reinforced this by stressing the commonality of the problem at hand and the need f?:framaticall
all Californians to work together to solve the problem. The tagline for the advertise- y.
ments was, “Together we can do this.”

Media Campaign Overcame Challenges in 200Zalifornia’s situation in the winter

of 2001/02 presented significant challenges to the media campaign because many Cal-
ifornians believed the crisis was over, and after September 11,“free” news media about
the energy shortage fell dramatically. Yet the State’s energy supply was still a potential
major problem. Flex Your Power had to keep Californians conserving to avoid black-
outs particularly in the vulnerable San Francisco Bay Area during the winter of 2001/
02 and through the summer of 2002. The media campaign presented messages that
reflected the third efficiency phase of the campaign. The messages were:

« The crisis is not over. California has to keep up its conservation efforts to avoid
blackouts in winter 2001/02 and beyond. The message was, “Let’s keep flexing
our power. It's working.”

« Conservation and efficiency should be a long-term habit. The tagline became,
“Conservation, it's a way of life.”

On April 29, 2002, DCA and Grey Worldwide launched a new $35 million spring/sum-
mer 2002 ad campaign, which for the first time included cable outlets directed toward
African-American, Hispanic and Asian-American audiences. The CPUC directed an
additional $8 million from the public goods charge to Flex Your Power to develop TV,
radio and print ads that featured energy efficiency tips to the general public and sup-
ported the appliance, home improvement promotions.

In the winter of 2001/02, DCA conducted a media awareness survey sent to more than
400 Californians and found that:

«  Positive commitment to energy conservation had risen to 81 percent.

»  The belief that conservation could solve California’s energy problems increased
to 75 percent.
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“Californians
truly flexed their
power,
conserved at
unheard of
levels and
saved money,”
said Governor
Davis. “Energy
conservation
and improved
efficiency made
a crucial
difference in
2001.”

- Awareness of any advertising or messages related to the electricity crisis was 67
percent.

- Those Californians who were aware of the Flex Your Power ads were more likely
than others to conserve now, plan to conserve in the future and believe that con-
servation could solve the problem.

2001 Campaign Helped Reduce Statewide Energy Use
Nearly 7 Percent and Up to 14 Percent at Peak

The 2001 Flex Your Power campaign was the most successful energy conservation cam-
paigns in history. Through the conservation efforts of millions of consumers and thou-
sands of businesses, California sailed through the summer of 2001 without a blackout and
effectively conserved up to 5,570 MW at peak — surpassing all expectations. More than 3
million consumers (33 percent of the population) saved 20 percent on their energy bills by
reducing energy consumption a minimum of 20 percent. In January 2002, the CEC
released data that stated California residents used 8.9 percent less electricity during peak
hours and 6.7 percent less energy overall in 2001 when compared with 2000’s electricity
use. And most important, during the hot summer months, when most needed, Californians
saved an astonishing 14 percent at peak in June. There were 29 days during the summer of
2000 when the demand in the California Independent System Operator’s (CAISO) area
exceeded 40,000 MW. By contrast, there were only six of these high-demand days during
the summer of 2001.

Some have contended that California reduced its energy use because its economy was in a
recession during the summer of 2001 or because the weather was cooler than in previous
summers. But statistics do not support these assertions. In fact, there was a general
increase in economic activity from 2000 to 2001, as well as a steady increase in popula-
tion, at the same time that electricity demand fell. Secondly, the summers of 2000 and
2001 each ranked as the 25th warmest summer in more than a century, yet Californians
averaged a 10 percent cut in their electricity use during summer peak hours and, again,
reached a record demand reduction of 14 percent (5,570 MW) in June 2001.

Many factors contributed to the incredible energy savings. Front-page press creating a cri-
sis atmosphere and voluntary actions stimulated by the campaign’s media and initiatives
certainly played a role. There was also no shortage of motivations: fear of high rates,
potential cost savings, the 20/20 and other rebate programs, altruistic reasons and, of
course, mandates such as the governor’s executive order on outdoor lighting and the
CEOs’ directives to corporate energy managers to cut energy use. Flex Your Power orga-
nized all of these factors into a clear strategy, concise messages and a realistic timetable.
The governor and legislature provided the needed funding, tools and support, without
which these results would not have occurred.

Governor Davis said after the first year of the Flex Your Power campaign,”l am proud of
what Californians accomplished. Many experts doubted that conservation alone could
make a crucial difference. Californians truly flexed their power, conserved at unheard of
levels and saved money. Energy conservation and improved efficiency made a crucial dif-
ference in 2001.”
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California’s Energy Situation Leading Into 2002 Elex Your

Desp_it_e the_ successes, California’s energy outlook was still tig_ht_going into 2_002. Dr(_)uqnbwer’s
conditions in the Pacific Northwest, power plant outages and limited generation contlnu§g iective in

to constrain the State’s energy supply in the winter of 2001/02 and the summer of 2002 )/

Complicating the effort was a decline in the public’s interest and a sense that the crisis w&02 was to
over — e5||3(eci_|a_\lrlly in light of tdhe coudntLy’s e%?_nomic rec_ession ar;d r;[heSSepter]Pber 11 t¢y4ild upon the
rorist attacks. These events diverted the public’s attention — and the State’s finances —

away from energy conservation and efficiency efforts. It was imperative that statewide success of both
energy demand and consumption remain low to prevent any blackouts. the

. _— . conservation
Still the situation was not entirely hopeless. There were a number of factors that Iessenedn

the risks of an energy shortage in 2002, including increased generation and installed é’fmd the

ciencies from the prior year. Additionally, public understanding of the issue of conservaefficiency

tion and of the Flex Your Power campaign helped the campaign more easily continue ‘Ié/ements of the

education and outreach initiatives throughout 2002. .
2001 campaign.

2002 Campaign Continued the Successes of 2001

Flex Your Power’s objective in 2002 was to build upon the success and continue the key
initiatives of both the conservation and the efficiency elements of the 2001 campaign. One
of the most important changes in 2002 was Flex Your Power’s success in convincing all
the 10Us and the major municipal utilities to offer consistent rebates and efficiency pro-
grams, and jointly promote a residential rebate program with Flex Your Power and manu-
facturers and retailers. With this statewide consistency — and the great success of the
early promotions — Flex Your Power was able to convince major manufacturers and appli-
ance and hardware stores to participate in four other promotions in 2002, this time includ-
ing both home-improvement efficiency products, lighting and appliances. As described
earlier, nearly 1,200 appliance, lighting and hardware stores participated in the last promo-
tion. The success of these promotions cemented the concept as a permanent and ongoing
part of energy efficiency programs statewide.

In 2002, the campaign also marketed new conservation and efficiency programs; altered
the messages and strategies of some initiatives so that they focused first on energy effi-
ciency; and continued to foster relationships with energy coordinators in all sectors. The
new initiatives included:

= Demand Reserves Partnership Helped Maintain Electricity SupplyFlex Your
Power actively marketed the California Power Authority Demand Reserves Program,
which gave businesses, water agencies and local governments the opportunity to draw
down power prior to a staged alert. Flex Your Power’s efforts to promote the program
included outreaching to coordinators statewide who were deemed eligible for the pro-
gram (e.g., not direct-access customers.)

= Top Energy Reducers Recognized Through Flex Your Power Award®rganiza-
tions, businesses and local governments that made extraordinary energy conservation
and efficiency efforts in 2001 were publicly recognized and received awards presented
by State officials in Sacramento.

= Lead by Example With Best Practice GuidesThe Flex Your Power team docu-
mented case studies of many of the successful energy conservation and efficiency pro-
grams implemented by various sectors in 2001. In addition to sharing them with their
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Approximately
33 percent of
SDG&E
customers, 32
percent of SCE
customers and
29 percent of
PG&E
customers
qualified for 20
percent rebates
in August 2002.

network of energy coordinators as part of its ongoing communications, the case studies
were assembled in a set of best practice guides and shared with other organizations in
the hope that they will replicate the programs.

And finally, Flex Your Power continued its successful advertising and media campaign.
The focus in late 2002 was on congratulating residents and businesses for their efforts to
reduce energy consumption and reminding them to continue conservation, particularly at
peak, make energy conservation a way of life and promote the purchase of energy-efficient
equipment, lighting and appliances.

Final Results of the Flex Your Power Campaign

By the end of 2002, the State’s efforts, including the Flex Your Power campaign, had suc-
cessfully educated Californians about conservation and helped instill conservation as a
way of life. The campaign had helped the State escape two high-temperature summers
without blackouts and lessened the risks of an energy shortage in the future. Data from the
State conservation programs, such as the 20/20 program, demonstrated that Californians
continued to save energy and money. Approximately 33 percent of San Diego Gas and
Electric (SDG&E) customers, 32 percent of Southern California Edison (SCE) customers,
and 29 percent of PG&E customers qualified for 20 percent rebates in August 2002,
according to preliminary numbers from the CPUC. These resources conserved at least 20
percent as compared with 2001.

Following the unveiling of the new “Power to the People” Flex Your Power ad in October
2002, which featured the John Lennon song by the same name and thanked Californians
for embracing energy conservation and efficiency, Governor Davis congratulated Califor-
nians for stepping up to the energy challenge. He stated, “By flexing their power, Califor-
nians have made all the difference. This has helped save energy statewide and kept money
in the pockets of consumers.”
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Chapter 1:

Flex California’s Energy Situation
Your v+ Leading Into 2001

Power

©2003 State of California

Overview Seven factors
In late 2000, it became apparent that California’s electricity supply system was encoud@gethel’

ing serious difficulties. According to analysts, the situation was only going to get worse:dpeated a type
2001, demand was going to increase. If the energy supply situation did not change, Calif “ foct
fornia’s peak demand for the summer of 2001, according to the California Energy ConQ per ‘?C
mission (CEC) in February 2001, could be short by as much as 5,000 megawatts (MW§IOrm”in the
enough electricity to power more than 3.7 million homes. Based on historical data, theyyjinter of
California Independent System Operator (California 1SO), the organization that runs 8%000/01
percent of California’s electricity grid, determined that outages occur anytime demand :
exceeds 40,000 MW. Accordingly, the California ISO predicted that the State could expect

at least 34 days of blackouts during the summer of 2@@lysts estimated that the

financial cost of these power interruptions to California could reach $16 Hillion.

Seven key factors contributed to this situation. Alone, any of these factors may not have
posed a significant problem for the State. Together, they created a type of “perfect storm.”

1. No New Generation:In the 12 years preceding the summer of 2001, no new
major power plants were built in California. Uncertainty in the early 1990s about
the future regulatory structure of the State’s electricity industry had slowed power
plant development. The State's capacity to generate power declined 5 percent in
the 10 years between 1988 and 1998.

2. Increased Demand in California:Although California historically is one of the
most energy-efficient states based on per person use, its population and economy
make California the second largest consumer of electricity behind Texas. Repre-
senting 12 percent of the nation’s population, California uses 7 percent of the
country’s total electricity. During the 1990s, California’s population growth,
along with increasing economic activity, led to increasing demand for electricity.
During the 1990s, the population of California increased 13.8 p@roerain

1. The CEC and the Electricity Oversight Board, “California Summer 2001 Forecasted Peak Demand —
Resource Balance,” Feb. 8, 2001.

2. The California 1ISO, “2001 Summer Assessment,” March 22, 2001, p. 27.

Bay Area Economic Forum, “The Bay Area: A Knowledge Economy Needs Power,” April 20, 2001, p. 34.

4.  Laura M. Holson, “Once More, California Comes Close to Running Out of Electri€hg New York
Times,Dec. 6, 2000.

5. The CEC, “2002-2012 Electricity Outlook Report,” February 2002, p. 17.

6. Governor's Office of Communications, principal researcher and editor Drew Mendelson, with assistance
from the Governor’s Office of Planning and Research (OPR), the California Public Utilities Commission
(CPUC) and the CEC, “California’s Energy Story: A Chronology 1976-2001,” May 4, 2001.
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]
California
traditionally
imports 20
percent of its
electricity. Due
to regional
demand growth,
available
imports
declined by 28
percent
between 1999
and 2000.

average of 1.3 percent per year (see Table 1-1.), and California’s economy, driven
by the high-tech industry, grew an average of 2.8 percent pe? year.

As seen in Table 1-1., yearly energy consumption in California grew 1.3 percent,
more or less mirroring California’s population growth. The California ISO
recorded that in its control area (roughly three-quarters of the State), “the number
of days that demand exceeded 35,000 MW increased from 51 in 1998 to 84 in
20008 The rise in energy use, without a matching increase in generation plant
construction, put a strain on California’s existing electricity generation plants.

3. Increased Demand in RegionCalifornia has traditionally been a net electricity

importer for most hours of the day, importing more than 20 percent of its electric-
ity. During the mid-1980s to early 1990s, California had access to ample energy
imports because the southwestern states had an oversupply of electricity due to
an overbuilt electricity supply system and slow growth rates. The Pacific North-
west had an abundant supply of hydropower as a result of high precipitation.

In the mid-1990s, the oversupply situation began to change, and by 1999, Cali-
fornia faced a radically different energy importing outlook. First, the region’s
population increased dramatically. As seen in Table 1-1., most western states’
yearly population growth over the decade greatly overshadowed that of Califor-
nia, with Nevada having the highest growth rate in the country at 4.8 percent.
Second, the economy of the western states grew, fed mainly by the high-tech
industry and a westward migration. Arizona, Nevada and Oregon led the country
in the 1990s with 7.3 percent, 7 percent and 6.8 percent economic growth,
respectively'l.0 Between 1989 and 1999, yearly energy consumption for the
region grew, ranging from 0.2 percent in Montana to 5.8 percent in Nevada. The
regional growth absorbed the oversupply, and by 2000, electricity exports to Cal-
ifornia had fallen significantly. Between 1999 and 2000, California’s “annual
average net import levels declined by 28 percéht.”

Natural Resources Defense Council (NRDC) and Silicon Valley Manufacturers Group (SVMG), “Energy
Efficiency Leadership in a Crisis: How California Is Winning,” August 2001, p. 8.

The California ISO, “2001 Summer Assessment,” p. 5.
“The CPUC and CEC, California’s Energy Story: A Chronology 1976-2001,” May 4, 2001, p. 75.

“Department of Commerce Ranks Western States as Top Economic Perfofimefjitland Business
Journal, June 5, 2001. Accessed at http://portland.bizjournals.com/portland/stories/2001/06/04/
daily14.html on Oct. 11, 2002.

The California 1ISO, “2001 Summer Assessment,” p. 6.
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TABLE 1-1. Average Annual Growth/(Decline) % Rate in Western States, 1989 to 1999

_ : : Without market
Electricity Use Population Use Per Capita forces pushing

Nevada 5.8 4.8 1.0 utility

Utah 3.9 22 — companies to

Arizona 35 2.8 0.7 pursue energy

Colorado 3.0 2.2 0.8 efficiency

Texas 2.8 18 1.0 programs,

Idaho 25 2.3 0.1 funding for

California 1.4 1.3 0.1 such programs

Washington 1.3 1.9 (0.6) dropped

Oregon 1.3 1.7 (0.4) dramatically.

Wyoming 0.5 0.5 0.0

Montana 0.2 1.0 (0.8)

Source: The CEC, 2001, “2002-2012 Electricity Outlook Report,” Table II-1-4.

4. Policy Changes Adversely Affect Energy Efficiency ProgramsCalifornia has
had a history of energy efficiency and conservation programs since the 1970s.
However, funding for and promotion of the programs have diminished in recent
years. In the mid-1970s, with the oil embargo and OPEC'’s control of the petro-
leum market, gas and electricity prices skyrocketed. To quell customer com-
plaints about soaring electricity bills, the California Public Utilities Commission
(CPUC) ordered investor-owned utilities (I0OUs) to create conservation programs.
But early efforts in the late 1970s mostly involved utilities urging customers to
reduce bills by turning off lighting and turning down thermostats.

In the early 1980s, conservation programs matured into utility demand-side pro-
grams, which, as defined by the Electric Power Research Institute, “described a
broad range of programmatic efforts by utilities to shape total customer demand
to better match system generating requirements and system'éastitities
could choose from four different demand-side programs aimed at reducing
demand management;

1) Energy efficiency programs

2) Load management programs

3) Fuel substitution programs

4) Load building programs

Utilities spent most of the demand-side monies on energy efficiency management
programs. During the early to mid-1980s, as energy prices remained high,
demand-side management programs grew in popularity and utility spending on
those programs increased.

The situation changed in 1985 when oil and gas prices began to drop. Market
forces no longer pushed utility companies to pursue energy efficiency programs
to keep prices down. By 1989, funding for such programs dropped below $100
million from a high of $230 million in 19843

In response to the loss of funding, a lack of interest in efficiency programs by
utilities and a market transformation away from energy conservation, a coalition

12. The CEC, “The Energy Efficiency Public Goods Charge Report,” P400-99-020, December 1999, p. 8.
13. Ibid.
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The mixture of
controlled retail
and
uncontrolled
wholesale
prices under
deregulation
led to
bankruptcy
fears for
utilities.

of concerned government officials, utilities and public interest groups met and
formed the California Collaborative in early 1990. Documented in “An Energy
Efficiency Blueprint for California,” the collaborative enabled utilities, govern-
ment and ratepayers to work together to find a way to make energy efficiency
worthwhile and profitable for utility companié%?l’he CPUC approved of a plan
that would pay utilities for every BTU or kilowatt-hour (kwWh) saved. Under the
plan, utilities could “collect ratepayer funds to buy what was now called conser-
vation resources,” and invest in energy efficiency instead of gene’ratl'dne.
program made efficiency very profitable and therefore enticing to the utilities.
Funding for the programs peaked in 1994 at $500 million.

In 1996, however, funding for energy efficiency programs ended when the CPUC
deregulated the energy industry and vanished completely with the restructured
marketplace. Deregulation was designed to make the energy market truly com-
petitive. The CPUC believed that a competitive market would not only naturally
check energy prices, but it would also create energy efficiency incentive pro-
grams. While I0Us would be less inclined to greatly reduce prices to compete,
they would be more willing to compete by creating rebate and incentive pro-
grams. Therefore, subsides for energy efficiency programs would not be neces-
sary and would eventually disappear altogether.

Deregulation: Beginning in September 1996 with the passing of Assembly Bill
(AB) 1890, California’s electricity market was deregulated. In an effort to protect
smaller utility companies, AB 1890 promised lower rates for utility companies
through an open market. The State believed that short-term or “spot market” con-
tracts would prevent contract manipulations by energy suppliers to maintain
unnaturally high prices. AB 1890 also created a retail price cap so that customers
would not feel the effects of shifts in the wholesale electricity market.

Unfortunately, deregulation had adverse effects on the energy supply for Califor-
nia. Because deregulation did not tie suppliers into long-term contracts, and
allowed power companies to sell electricity to whomever they chose, several
power distributors, fearing lower profits in California due to the retail price cap,
sold to other states. The immediate result was an artificial power shortage.

In addition to this power shortage, the mixture of controlled retail and uncon-
trolled wholesale prices led to bankruptcy fears for the utilities. In the spring of
2000, unseasonably hot temperatures led to a spike in demand for electricity to
run air conditioners. At the same time, natural gas prices were rising. California
relied on natural gas for almost half of its energy produ&ﬁwlth demand

high, suppliers began charging higher prices to California utilities. Wholesale
energy prices grew astronomically. The California ISO, California’s grid opera-
tor, reported that peak energy prices for November 2000 were up 52 percent from
October 2000 and 275 percent from November 1999. Non-peak energy prices in
November 2001 were up 63 percent from October 2000 and 434 percent from
November 1998/ In an uncontrolled market, a rise in price would usually curb
demand, but the higher prices were not passed on to consumers because of Cali-

14.

15.
16.

17.

A&C Intercom, Association of California Water Agencies (ACWA), California Department of General Ser-

vices, et al, “The Energy Efficiency Blueprint for California: The Report of the Statewide Collaborative

Process,” January 1990.

Ibid, p. 9.

c‘)l'lh%c():zEC, ;California Energy Outlook: Electricity and Natural Gas Trends Report,” September 2001, 200-
- ,p. 9.

Anjali Sheffrin, Director of Market Analysis, the California ISO, “Market Analysis Report Memorandum

for November 2000,” December 2000.
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fornia’s retail price cap, so consumers continued to demand energy during the T —
spring and summer months. In 2001, several
From May 2000 to January 2001, California’s two largest electricity distributiorpower

companies — Pacific Gas & Electric (PG&E) and Southern California Edison — :
recorded losses in excess of $12 billion. With rapidly declining revenue, utility companies shut
companies could not pay their bills, and suppliers refused to sell them electricig.own

PG&E was on the brink of insolvency by January 2001; it filed for bankruptcy i@eneration

early April 2001. plants, citing

Drought Conditions: Drought conditions reduce the volume of water available 'f€8S0NS such

for generating hydroelectric power and increase electrical demand, as additioggs storm- and

power is needeq'to pump groundwgter for irrigation and similar projects. S”O"‘fuel-related

pack in the Pacific Northwest and Sierras was measured at 61 percent of the nor-

mal level between 2000 and early 268 The drought decreased the amount of Problems,

hydroelectric power produced in the Sierras by 25 to 35 péttamd drastically ~ mechanical

f#;;ge amount of electricity that the Pacific Northwest could export to Califor- failure and
maintenance

Shut Down of Power PlantsBeginning in January 2001 and through the springy/ork.

of 2001, several power companies shut down generation plants, citing reasons

such as storm- and fuel-related problems, “excessive vibrations,” mechanical fail-

ure, boiler/condenser leaks and necessary maintenance work in preparation for

the summer. The CPUC and other organizations claimed that the plants were shut

down to manipulate rates. Whatever the reason, California found itself in dire

straits when some of the biggest plants were not online to produce energy at crit-

ical times.

To make things worse, the extensive use of peaking resources during the summer
of 2000 had “resulted in several units reaching their maximum allowable emis-
sion limit,”2* which meant that the plants had to be shut down in the winter of
2000/01 and the spring of 2001. California has strict air quality standards that
regulate nitrogen oxide emissions for all power plants and put limits on the num-
ber of annual operating hours of thermal generators. High loads, unplanned out-
ages, low Qualifying Facilities (Qf"f‘) production and reduced hydropower

import levels in the summer of 2000 forced California to rely on in-state base
load and gas-fired generators to meet demand. To prevent blackouts, these ther-
mal plants dispatched peaking resources that in some cases reached or nearly
reached the emission limit.

Energy Supply Projections

Shortage of supply can be solved three ways: increase supply, reduce demand and/or shift
demand away from peak use times. In late 2000/early 2001, the State responded to energy
problems during the summer and winter of 2000 through a variety of strategies, including

18.

19.
20.

Miguel Bustillo and Nancy Vogel, “Facts From Low Sierra Snowpack Means Less Hydroelectric Power,”
Los Angeles Time#larch 31, 2001.

North American Electric Reliability Council (NERC), “Special Summer 2001 Report,” p. 3.

21. Kevin Graves/Loads and Resource Group, “CAISO 2001/02 Winter Assessment and Summer 2001 Post-Sea-

son Summary,” the California ISO, October 8, 2001, p. ii.

22. Qualifying facilities (QFs) are an individual (or corporation) who owns and/or operates a generation facility,

but is not primarily engaged in the generation or sale of electrical power. QFs are either renewable or cogen-
eration facilities that qualify to supply energy.
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Every forecast
predicted that
California
would have an
energy
shortage for the
summer of
2001, with
demand
outpacing
available
resources.

executive orders to 1) increase supply through generation plant construction and 2) reduce
demand from large energy consumers and state buildings. Efforts to reduce energy use in
state buildings were also clearly laid out in several management memos issued to each
state department. In September, Governor Davis signed Assembly Bill (AB) 970, which
provided the first major infusion of funds for state conservation and efficiency programs.

In addition, the governor formally requested that the California Attorney General investi-
gate suspected manipulation in the wholesale electricity marketplace. By December, state
agencies were ramping up a comprehensive outreach campaign to encourage Californians
to conserve energy. In his January 2001 State of the State Address, Governor Davis
unveiled plans for a $250 million investment in energy conservation. The governor also
proposed cash incentives for replacing inefficient refrigerators, clothes washers and air
conditioners with more efficient models, as well as a comprehensive campaign to create
energy-smart schools, homes, workplaces and communities. The State planned to have the
new plants and programs in place and in effect by the summer of 2001 (for more informa-
tion on the State’s efforts, see chapters 2 and 3 in this report).

Despite these actions, beginning in early winter of 2000/01, organizations and state agen-
cies began publishing reports projecting California’s peak demand and available resources
to meet energy demand during the summer months, the season with typically the highest
electricity use. To estimate supply and demand, forecasters considered weather, economic
conditions and household growth — factors that influence the use of air conditioners, a
primary driver of summer peak demand. To estimate the resources, forecasters took into
account operating reserve, emergency and peaking resources, and considered the projected
results from new generation and demand-responsive programs rolled out in late 2000/early
2001.

Regardless, every forecast predicted that California would have an energy shortage for the
summer of 2001, with demand outpacing available resources. Initial reports had faith that
new generation, imports and limited demand responsiveness could cover the deficit, so
early State energy conservation planning and programs were based on these optimistic
reports. However, as the summer of 2001 approached and status reports came in on both
the construction projects and below average precipitation in the north, forecasters began to
predict increasingly larger energy shortfalls, culminating in the discovery of a deficit of
nearly 5,000 MW. The conclusion now was that California had no choice but to create an
effective energy conservation and efficiency campaign to cover the deficit.

= The CEC: Summer of 2001 Forecasted Electricity Demand and Supplietished
November 2000

In November 2000, the CEC published its first forecast for the summer of 2001 (see
Table 1-2. for partial data). The CEC based its demand forecast on the peak demand for
the peak hours of the day during the summer (usually July) when electricity demand
would be the highe$ As Table 1-2. illustrates, the CEC forecasted that peak demand
for a 1-in-10 temperature year would be 53,104 MW and existing resources, including
imports, would provide 52,189 MW of supply. Accordingly, California could expect to
have a deficit of 915 MW with existing resources and imports alone. The CEC’s import
projections relied on the assumptions that, despite severe drought conditions, hydro-
power from the Pacific Northwest would account for more than 3,000 MW of power.
The CEC report predicted that by July 2001, additional generation from planned con-
struction, as well as megawatts from demand-reduction programs, would provide more
than enough megawatts (3,703 to 5,277) to cover the existing resource deficit. More-

23. The CEC provided data for four temperature scenarios: (1) a 1-in-2, or average temperature year, (2) a 1-in-
5, or slightly above normal temperature year, (3) a 1-in-10, or hotter temperature scenario and (4) a 1-in-40,
or hottest possible temperature scenario. In this report, only the 1-in-10 scenario is shown.
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over, the report indicated that additional generation, without the help of the limitel ——
number of planned demand-responsive programs in November 2000 (600 MW), wo(ithe CEC
produce enough megawatts to cover the energy shortage. forecasted a

= The CED and the Electricity Oversight Board:California Summer 2001 Forecasted greater demand
Peak Demand — Resource Balanueblished in February 2001 and a

In February 2001, the CEC and the Electricity Oversight Board published a SeCO”dsigniﬁcantly
report based on more current information for the summer of 2001. The CEC forecaste .
greater demand for July (61,125 MW) and a significantly worse resource deficit (4,9@‘33 rse deficit for
MW). (See Table 1-2.) July 2001.

But, the CEC also predicted that new generation and demand-responsive programs
would produce a surplus of energy.

Surprisingly, the CEC in February was more confident about electricity imports from
the Pacific Northwest than the Commission had been in November 2000. The CEC
claimed in the February report that imports would provide 5,109 MW of power, almost
1,100 MW more than the Commission had claimed in November. (The California
Department of Water Resources, however, had not yet released its report on the winter
and spring precipitation and reservoir levels for the Pacific Northwest.)

After calculating the total megawatts from all resources (available, imports and addi-
tional), the CEC estimated that California would need about 1,000 MW from demand-
side programs to cover the energy deficit.

= California ISO: CAISO 2001 Summer Assessnpririlished in March 2001

In March 2001, the California ISO, the operator of the State’s electricity grid, released
its summer of 2001 foreca&tPublished just a month after the CEC report, the Cali-
fornia ISO report began to highlight the limited resources of the Pacific Northwest
because of drought and power plant construction delays. Based on available resources
and peak demand, the California ISO predicted that California would be 6,333 MW
short in July 2001. Unlike the CEC, the California ISO did not believe currently pro-
posed generation or demand-response programs could cover the deficit. The Califor-
nia ISO provided data for each of the summer months, highlighting the limitation of
additional resources in June and July. By September 2001, the California ISO pre-
dicted that 3,371 MW of new generation would be available, but only 390 MW and
2,593 MW for June and July, respectively.

Based on more current information, the California ISO report also disputed the CEC's
prediction of the amount of QF power, (non-utility energy output associated with
renewable or alternative resources) and hydropthatwould be available from the
Pacific Northwest. According to the California ISO, California had to implement at
least 1,114 MW of additional conservation and efficiency programs to prevent black-
outs.

= North American Electric Reliability Council (NERC): 2001 Summer Special
Assessmenpublished May 2001
In May 2001, two months after the California ISO report, NERC, a nonprofit research
group, issued a more foreboding report than the California ISO report.

Central to the report was current information, some of which was not yet available to
the CEC or the California 1SO, on hydropower from the north, construction progress

24. The California ISO’s report provided data for the highest electricity use day for June, July, August and
September 2001, thereby forecasting for both peak and non-peak demand days of the summer. Only July is
represented in Table 1-2. for consistency.

e D7 o



Chapter 1: California’s Energy Situation Leading Into 2001

|
In April 2001,
the California
Department of
Water
Resources
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runoff.

for new generation, generation outages and QF construction progress/production. As
Table 1-2. illustrates, NERC forecasted the same peak demand and maximum genera-
tion capacity as the California ISO report. However, NERC predicted significantly less
new hydro and import generation megawatts and more capacity limitations (outages)
than was forecasted by the California ISO. NERC concluded that California would
“most likely experience supply deficiencies in the range of about 4,500 to 5,500 MW at
the time of peak demand for each summer month” (2,000 to 4,000 MW more than the
California 1ISO projections, depending on the month selected), and that California
could expect involuntary curtailments of firm demand (rotating blackouts) to &ecur.”
Specifically, NERC estimated more than 700 hours of rolling blackouts.

NERC's forecasts were based on the following developments:

1. InApril 2001, the California Department of Water Resources published a report
forecasting a 55 percent below average April-to-July water runoff and greatly
reduced reservoir levels. As a result, NERC predicted far less hydropower
imports than the CEC or the California ISO.

2. With information on updated power plant construction and planning schedules,
NERC forecasted no new generation for June, and only 1,500 MW by September.
In fact, the CEC'’s final reports for 2001 stated that of the total number of power
plant applications submitted (a potential 12,239.3 MW), only 5,803 MW of the
applications were approved and only 2,004 MW of those were online by the end
of 200126

3. Although California experienced more generation offline for scheduled or
unscheduled repairs than usual during the winter of 2000/01 — as high as 6,800
MW at times — the California 1ISO felt confident that recent maintenance on
numerous plants would prevent future outages due to wear and tear. The Califor-
nia ISO only factored in 2,500 MW offline for each summer month, slightly more
confident than the CEC’s 3,050 MW offline prediction. However, NERC pre-
dicted 4,525 MW offline, stating that, “Although much maintenance was per-
formed over the winter, some outages had to be delayed or prematurely ended to
respond to system emergencies.” NERC also questioned whether the mainte-
nance performed recently would significantly improve unit performa%?ce.“

4. NERC feared that QFs could not provide the previously projected megawatts
because of emissions or financial limitatiGA#ll generation plants had restric-
tions on the amount of emissions the plant could release into the air. Old genera-
tion plants, overworked in the previous summer and winter, were approaching the
limit, or had gone over their emission limit. And in the past, QFs preferred to sell
outside the state, fearing California utilities could not foot the bill.

It was clear from all these diverse reports that generation alone could not provide the nec-
essary megawatts to prevent blackouts. The challenge facing the State was clear: enact
conservation and efficiency programs to cover the possibility of a 5,000-MW deficit. Only
by doing so, could the State avoid blackouts and fight the extreme energy prices.

25. NERC, “2001 Summer Special Assessment,” May 2001, p. 9.
26. http://www.energy.ca.gov/siting cases/backgrounder.html.

27. NERC, “2001 Summer Special Assessment,” May 2001, p. 9.
28. NERC, “2001 Summer Special Assessment,” May 2001, p. 6.
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TABLE 1-2. Comparison of 2001 Summer Peak Demand/Resource Forecagt) T ——
CEC CEC Slnce
100 201 AR Nere Jtﬁ;tg(%l generation
Forec_aster and Temperature Forecast Forecast 3/01 5/01 Supply alone could not
Conditions for July,  for July, Forecast Forecast and
Lin10  1in-10 (SR forduly o R0 cover the
Temp  Temp energy deficit,
(2)001 Ii_ore(I:;isted Peak Demand +7% 53,104 61,125 50,303 50,303 40,41Z or California had
perating Reserve 37 144 .
— to find a way to
Existing Generation 45,025 45,025 42,113 42,113 N/A .
9 curtail demand.
Expected Outages 2,500 3,050 2,500 4,525 5,044 mo.
avg?
Firm Net Imports 4,054 5,109 3,500 2,500 220
Other Resources* (Deficit) 5,610 9,075 857 (1,023) N/A
Total Resources | 52,18?1 56,15P 43,940 39,0?5 N/A
Surplus/(Deficit) (915) (4,959)  (6,333) (11,238) N/A
Total Potential New Generation Add 1,888to 3,839 2,593 500 1,454
tions 3,087
Total Additional Resources From 1815t0 5,946 2,296 5,200 4,45%
Demand Programs, Mitigation Pro- 2,190
grams and Emergency Assistance
Total Additional Resources 3,703to 9,785 4,889 5,700 5,914
5,277
Surplus/(Deficit) at Peak After Addi- 2,788to 4,826 (1,144)  (5,538) N/A
tional Resources and Mitigation 3,156

a. Load adjusted for growth and weather.

b. Compiled from California ISO data.

c. Greg Cook, the California ISO, Department of Market Analysis, “ISO Market Overview, Events of July
2002.” Accessed online at www.caiso.com/docs/09003a6080/19/72/09003a60801972e2.pdf on Nov. 24,
2002.

d. CEC, “Emergency Conservation and Supply Response” Report #700-01-005F, December 2001. Accessed
online at www.energy.ca.gov/reports/2001-12-19 700-01-005F.PDF on Nov. 24, 2002.

e. CEC, Monthly Peak Demand Reduction for July 2001. Accessed online at www.energy.ca.gov/electricity/
peak_demand_reduction.html on Nov. 24, 2002.

Table 1-2. only provides 1-in-10 data for consistency.

* Other resources include LADWP Control Areas resources, dependable QFs, etc.

Flex Your Power’s Challenge in 2001

California could not afford to underestimate the energy shortfall. To ensure that California
could make it through the summer of 2001 without an energy shortage or involuntary cur-
tailment, Governor Davis ordered and the Legislature supported a comprehensive energy
conservation and efficiency program to reduce at least 5,000 MW at peak. California did
experience outages in January and March 2001. Those, as much as anything, spurred the
State’s efforts into high gear.
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Chapter 2:

©2003 State of California

Overview

The State’s Solution: Flex Your Power
> 2000 Through the Summer of 2001

In April 2001,

Faced with sudden and huge increases in the wholesale price of power and a projecte€GOVErnor Gray
shortfall of 5,000 megawatts (MW) at peak in the summer of 2001, the State of Califorfiyg\/is ynveiled

had to work quickly and aggressively to prevent a full-scale power éssesarly as

August 2000, the State undertook a broad range of actions to meet these challenges.
April 2001, Governor Gray Davis unveiled the specific goals of the State’s three-part goals of the
energy management program:

planned to:

Increase generation capacity by 20,000 MW over the next three to four years.
(Since April 1999, the Energy Commission had already approved 16 new major
power plant projects. Ten were under construction; four were due to be completed
in the summer of 2001 and four more in 2002. The State cut the time to site new
power plants from two years to 21 days.)

Establish a public power authority to build more power plants. If the private sec-
tor fails to build all the plants that California needs, the State had to build them.

= Stabilization/Restructuring Plans for the Power Industry - To ensure reasonable
power prices and the financial health of utility companies, the State planned to:

Purchase power for consumers that the utilities cannot generate; under this pro-
posal, the utilities would resume purchasing power for consumers after 2002.

Allow PG&E, Southern California Edison (SCE) and San Diego Gas & Electric
(SDG&E) to use some proceeds of the rate increase (after enactment of the dedi-
cated rate component) to repay their creditors, subject to the following condi-
tions. The utilities must:

- Provide internally generated power (predominately hydro and nuclear) to
consumers through 2010 at cost-based rates.

- Dismiss all lawsuits seeking to pass on inflated power costs to consumers.
- Sell transmission assets to the State of California at fair value.
- Provide conservation easements on an estimated 100,000 acres of land.

1. Governor Gray Davis, “State of California Meeting the Energy Challenge,” Speech, April 5, 2001.

the specific

State’s three-

= Generation/Supply Side- To ensure reasonable power prices in the future, the Stateoart energy
management
Increase the supply of generation to exceed demand by 15 percent. program.
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The California
Independent
System
Operatorissued
17 Stage 2
electrical
emergencies
throughout the
summer of
2000.

= Conservation/Demand-Side ManagementTo increase energy efficiency and reward
and encourage conservation, the State planned to:

- Provide rebates for homeowners, consumers, businesses and agriculture for pur-
chase of energy-efficient products. In the spring of 2001, Governor Davis pro-
posed, and the CPUC approved, the 20/20 Program, which provided businesses
and residents an incentive to save energy by directing the investor owned utilities
to give a credit of 20 percent for all customers who cut energy use by 20 percent
or more from the same month in 2000. This program ran for the four summer
months of 2001; and for residents only, it ran again for four summer months in
2002.

- Provide incentives for reducing energy demand among all California citizens

- Turn conservation into a habit among all residents through a statewide public
education and media campaign

Together, these actions resultedhia most aggressive, comprehensive and integrated
energy conservation and efficiency effort in the history of the United States. Beginning in
the summer of 2000, with the threat of impending blackouts during the winter of 2000/01
and the summer of 2001, Governor Davis named the Secretary of the State and Consumer
Services Agency (SCSA), Aileen Adams, to head the State’s conservation efforts, with the
immediate task to focus on emergency efforts to reduce demand. The specific objective at
this time was to take immediate, concrete actions in State buildings to provide the leader-
ship and road map for businesses, local governments and residents statewide to follow.
During this period, the State also drew up a comprehensive multifaceted campaign plan
and recruited key organizations to participate in multiple initiatives to reach all Califor-
nians to drastically cut energy use.

In this report, Flex Your Power refers to this integrated campaign, which was coordinated
by SCSA and directed by Walter McGuire of McGuire and Co., Inc., and included out-
reach efforts by numerous state agencies, field staff and thousands of business, nonprofit
and local government partners. The outreach efforts were designed to work with the other
components to immediately reduce California’s peak demand in the summer of 2001 by
5,000 MW to prevent blackouts; reduce the cost of power for utilities and residents; and
help make California energy self-sufficient by reducing overall energy needs through
energy efficiency and permanent behavioral change.

The outreach campaign unfolded in three broad phases:
« Phase 1: Conservation (especially at peak) and Leadership
Summer 2000 to Spring 2001

e Phase 2: Partnerships and Momentum
Late Spring through Summer 2001

« Phase 3: Efficiency and Long-Term Behavior Change
Late Summer 2001 to Current

The remainder of this chapter describes the emergency response and the planning that
went into the multi-sector initiative outreach of the Flex Your Power campaign.

Emergency Response in State Facilities

In June 2000, Governor Davis directed state buildings in the Bay Area to cut their electric-
ity use and encouraged residents and businesses to do the same. This directive came none
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too soon: Localized rolling blackouts in San Francisco on June 14, 2000 — as a resu | :mmm
an early summer heat wave; and the California Independent System Operator (Califorddgn executive

ISO) issuance of 17 Stage 2 electrical emergencies throughout the summer of 2000 a%ﬁq ;

urgency to the need to take immediate action on the deman%j@'rdAugust 2, 2000, er directed
Governor Davis signed three executive orders designed to reduce energy consumptiok/®¢ State and

the state government and speed up the application approval process for building new the Consumer

power generating facilities. Services

1. Executive Order D-14-00directed all California agencies involved in building Agency to
new energy facilities to streamline the review process for siting new power plants .
without compromising environmental laws or public health and safety protec- COO!’ dinate a
tions. variety of

. . ) . ) rograms to
2. Executive Order D-15-00directed state agencies to take immediate emergency . ...
actions to reduce energy use during Stage 2 and Stage 3 alerts. Measures Slgmﬂcant/y
included reducing hot water temperatures to 105 degrees in state buildings, reduce state
reducing overhead lighting by 50 percent and shutting down computer systembui/d,'ng load
and other electrical appliances (such as photocopiers) during non-work hours.
The order also directed the SCSA to coordinate a variety of programs to signiﬁa-nd en'cour age
cantly reduce the state building load and encourage statewide conservation. Statewide
_ _ _ _ . conservation.
3. Executive Order D-16-00directed the SCSA to include sustainable building
practices into plans for all new state building projects. The best practices
included measures to improve the energy efficiency of lighting, windows and
heating and cooling systems.

At the end of the summer of 2000, under the auspices of Executive Order D-15-00 and D-
16-00, the State adopted the goal of reducing total peak electrical demand of state facilities
250 MW by June 1, 2001. To that end, the SCSA and the governor’s office developed a
“five-point plan” for state agencies. The plan focused on conservation, efficiency, educa-
tion, training and partnerships:

1. Energy Conservation:Develop and implement conservation protocols to ensure
that state employees are taking full advantage of every opportunity to conserve.
Measures included: turning off lights, computers and monitors upon leaving a
room at the end of the day; turning on power-saving features on all office equip-
ment; and setting the thermostat to 68 degrees in the cold weather and 78 degrees
in warm weather.

2. Energy Efficiency: Invest in energy-efficient appliances and practices and imple-
ment energy retrofit projects in state buildings. The goal was to retrofit 100 mil-
lion square feet over the next two years.

3. Education: Develop an aggressive education campaign designed to teach state
employees about the importance of conservation, both at work and at home; place

2. A Stage 1i s issued when operating reserves dip below seven percent. Consumers are asked to lessen the
strain on the State’s power grid by conserving electricity, especially during the afternoon hours. The Califor-
nia ISO can access emergency resources to help maintain operating reserves. A Stage 2 is declared when
reserves drop below 5 percent. At this level, large commercial customers that have signed up to voluntarily
curtail power during high demand days will be asked to do so, enabling the California ISO to access emer-
gency resources to help maintain operating reserves. A Stage 3 is declared if an operating reserve shortfall of
less than 1.5 percent is unavoidable. Involuntary curtailments of service to customer, including “rotating
blackouts,” are possible. California had never reached a Stage 3 energy emergency before December 2000,
and had only had one Stage 2 energy emergency in 1999. In 2000, the ISO declared 36 Stage 2 energy emer-
gencies and one Stage 3 emergency. During the first half of 2001, the ISO declared 70 Stage 1 energy emer-
gencies, 65 Stage 2 energy emergencies and 38 Stage 3 energy emergencies.
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state buildings
reduced their
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January 2001
over January
2000.

conservation tips on websites, in newsletters, in the State's voicemail system and

in every other form of communication.

4. Training: Train all facility managers and building engineers on conservation and
efficiency measures. Hold facility staff accountable for building performance in
order to ensure that state office buildings had to continue to conserve.

5. Outreach/Partnerships: Enter into many public/private partnerships to encour-
age conservation at every turn and communicate the message to millions of Cali-

fornians.

In accordance with Order D-15-00 and the goals of the five-point plan, the Department of
General Services (DGS) issued an energy management memo (MM 00-06) in August
2000 to all building managers in state facilities. The memo described in detail steps that
should be taken in buildings during summer electrical emergencies, such as reducing light-
ing loads, adjusting thermostats and reducing the use of nonessential office equipment and

appliances.

FIGURE 3-1. Management Memo 01-05

NUMBER:
MANAGEMENT MEMO
SUBJECT: DATE ISSUED:
ENERGY IN STATE FACILITIES DURING ELECTRICAL
EMERGENCIES 04/19/01
EXPIRES:

1SSUING AGENCY:
DEPARTMENT OF GENERAL
SERVICES

REFERENCES:
SUPERSEDES MANAGEMENT MEMOS 99-13, 00-06, 00-13 AND 01-01

Until Superseded

This Management Memo supersedes and amends previous Management Memos on
Energy Management to better reflect ongoing Stage 3 Electrical Emergencies.

INTRODUCTION
The State of California is facing an unprecedanted period of electricity shortages.

During periods in which electrical demand puts strains on the electric systems of the state’s utilities, the
California Independent System Operator (CAISO) may declare an Electrical Emergency. When the CAISO
declares an Electrical Emergency, the Department of General Services/Office of Energy Assessments
(DGS/OEA) will notify all departments, universities and community colleges and provide appropriate
conservation information and actions to be taken as outlined in this DGS Management Memo. This
Management Memo may be downloaded from the DGS Energy Website at www,dus.ca.povienergy.

Notification will be sent from DGS Energy Infe via E-mail/E-Pager and other means to the “Primary Contacts”

's Energy Teams) identified and submitted by Departments to DGS/QEA. A
department's “Primary Contact” list should include Directors, Chief Deputy Directors, Chief Information
Officers, Communlcanon Officers, other Technical Staff, Facility Managers, Plant Managers, Energy

Ci 1 and Third Party Cogeneration Operators. This list is not necessarily

inclusive and should include back-ups or other personnel based on an individual department's
determination of how to alert and mobilize the slaf( wnhln their own organization. “Primary Contacts” should
in turn alert personnel under their il in their internal i
Management Pian called for by Executive Order D 15—00 DGS Energy Info notifications may be confirmed
at the DGS website www.dgs ca.povicnerpy.

Electrical Emergency information received from other sources (CAISO, Office of Emergency Services, and
local utility representatives) should be carefully examined. Information sent by DGS/OEA to departmental
“Primary Contacts” should be forwarded in its entirety, without changes, to other staff within their
department. If departments, by nature of their need to take conservation

above those outlined by DGS/OEA, that information should also be communicated.

CAISO declarations can be made in progressive steps depending upon the amount of reserve generation
available to the California electrical grid. Departments are required to comply, to the iullest extent possible,
with all direction/instruction provided by DGS/OEA at each pr ive stage of g

CAISO Stages are as follows:

Between November 2000
and March 2001, the
State had 61 Stage 1
emergencies and 35
Stage 3 emergencies. To
combat renewed energy
supply shortages, the
DGS in December 2000
issued a new wintertime
energy management
memo (MM 00-13) that
required state buildings
to initiate winter emer-
gency conservation mea-
sures, such as keeping
interior air temperatures
at 70 degrees or lower, in
addition to the measures
in MM 00-06. In Janu-
ary 2001 as the energy
situation worsened, the
DGS issued another
energy management
memo (MM 01-01) and
identified more stringent
conservation measures.
According to utility

information, the buildings reduced their electricity demand by 21 percent in January 2001

over January 2000.

In April 2001, the DGS consolidated previous energy management memos into a single
comprehensive memo (MM 01-05) that covered conservation actions for winter and sum-
mer months, including curtailment measures for Stages 2 and 3 electrical emergencies.
Stage 1 actions became part of standard operations (actions to be taken at all times). Prior-
ity was given to those actions that could be taken statewide with minimal tenant impact.
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Efficiency Funding: AB 970, SB 5X and AB 29X The bills signed

On September 6, 2000, Governor Davis signed into law Assembly Bill 970 (AB 970) adgato law on Apl’i/
first step to reducing long-term demand. The legislation allocated $50 million to the Ca_il'—l’ 2001’ set
fornia Energy Commission (CEC) to implement the expansion and acceleration of: resi- .

dential and commercial weatherization programs; programs to inspect and improve th@SIde more than
operating efficiency of heating, ventilation and air-conditioning equipment in new and $850 million to
existing buildings; and programs to improve energy efficiency in new buildings. The legisagiyyce demand
lation also directed the CEC to tighten energy efficiency standards of buildings and ap%Iihd encourage
ances.

conservation.
By December, state agencies were ramping up a comprehensive outreach campaign to

encourage Californians to conserve energy. In his January 2001 State of the State Address,
the governor unveiled plans for a $250 million investment in energy conservation, urging
Californians to “flex the enormous clout we have as consumers. We are 34 million strong
and the sixth largest economy in the world. By reducing our electricity demand — by even
a small amount — we can reduce the price, avoid shortages and lower energy bills.” On
February 1, 2001, Governor Davis outlined an $800-million-plus energy conservation and
efficiency program, including appliance rebates, incentives to reduce commercial lighting
and a public media campaign. The $800 million proposal, which would augment the $50
million in existing energy conservation and efficiency programs funded by AB 970, was
signed into law as Senate Bill 5X (SB 5X) and Assembly Bill 29X (AB 29X) on April 11,
2001.

Together, the bills set aside more than $850 million to reduce demand and encourage con-
servation. SB 5X appropriated $654.6 million, and AB 29X appropriated $204.5 million to
implement the following programs:

CEC: The $242.6 million to the CEC was earmarked for the following purposes:

«  $40 million for locally owned public utilities for energy efficiency, peak demand
reduction and low- and moderate-income assistance measures. Priority placed on
replacement of the oldest and least efficient appliances.

»  $35 million for programs to improve demand-responsiveness in heating, ventila-
tion, air-conditioning, lighting, advanced metering of energy usage and other sys-
tems in buildings.

+  $30 million to implement a low-energy usage building materials program and
other measures to lower urban air-conditioning usage in schools, colleges, uni-
versities, hospitals and other nonresidential buildings.

«  $50 million to implement a program for innovative peak demand reduction mea-
sures in the private sector and certain public sectors.

»  $70 million to implement programs to reduce peak load electricity usage, encour-
age bio-gas technologies, enhance conservation and encourage the use of alterna-
tive fuels ($40 million was earmarked for high-efficiency electrical agricultural
equipment).

«  $10 million in incentives for the retrofit of existing distributed generation owned
and operated by municipal water districts to replace diesel and natural gas gener-
ation with cleaner technology that reduces oxides of nitrogen emissions.

«  $600,000 for four personnel-years to improve the ability of the CEC to provide
timely and accurate assessments of electricity and natural gas markets.

3. Sher, Bower and Burton, Public Energy Projects as Chaptered, April 12, 2001.
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To avoid
blackouts in
2001,
Californians
had to make
immediate
behavior
changes, such
as turning off
their lights and
using
appliances after
peak.

«  $7 million for a program to teach school children about energy efficiency in the
home and at school — these funds would be transferred to SCSA via an inter-
agency agreement.

Public Utilities Commission (PUC):The $242 million for the PUC was designated to
augment existing and develop new low-income and energy efficiency programs includ-

ing:*
« Commercial Sector: $23 million

- $13 million to increase funding for existing large utility commercial lighting
programs.

- $10 million to Cities of San Francisco and Berkeley for innovative small
commercial lighting pilot program.

- $500,000 for small and multi-jurisdictional utilities to develop commercial
lighting programs.

« Industrial Sector: $11 million to fund projects to help replace electric pumps and
motors in the oil and gas pumping and pipeline industries.

« Residential Sector: $198 million

- $100 million to increase CARE (California Alternative Rates for Energy)
discounts for low-income customers of investor-owned utilities (I0Us).

- $20 million to augment utility low-income weatherization programs.

- $25 million to purchase efficient appliances for low-income customers.
- $38 million for moderate-income appliance and lighting rebates.

- $15 million for appliance recycling for residential customers.

Department of Consumer Affairs (DCA): The $10 million allocated to the DCA was
earmarked for a public awareness campaign to reduce peak electricity usage.

Department of General Services (DGS)The $40 million allocated to the DGS was ear-
marked for increasing energy efficiency in state buildings.

Department of Community Services and Development (DCSDThe $120 million
allocated to the DCSD was earmarked for the Low-Income Home Energy Assistance Pro-
gram.

Outreach Programs to Residents, Businesses, Local
Governments and Agriculture

In order for the State to avoid blackouts in 2001, Californians had to take immediate con-
servation measures — behavior changes such as turning off their lights and using appli-
ances after peak. As described in the earlier chapter, reports from the California 1SO, the
CEC and the National Energy Resources Council (NERC) published in March through
May 2001 suggested that the State’s new generation projects would not be online in time
to produce adequate energy for the summer of 2001, despite the fact that the time to site
new power plants had been cut from two years to 21 days. Furthermore, energy efficiency
programs designed to promote the purchase of energy-efficient products and appliances —
replacing the lights as opposed to just turning them off — could, at best, account for only

4. See the CPUC Report on SB X5 Expenditures for a more complete list.
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several hundred megawatts at peak by the summer. Environmental Defense (a non i
organization that brings together experts in science, law and economics to tackle compgi¢te oytreach
environmental issues) conducted research on energy use and efficiency and conservatj t of

and determined that not only was conservation the “fastest, cleanest and cheapest” w ponen : 0
solve California’s energy crisis, but that “conservation, a lot of it, was the only thing thal1€ campaign
will keep the lights on this summer in Californfa.” involved

In early February 2001, research from the consulting firm McKinsey & Co./EMC Inc. deve/oplng
found startling results about Californians knowledge of conservation. A telephone survégilored
of 800 California residents asked them to assess their perception of the energy crisis a%"tPétegies to
possible solutions. The survey found that:

reach and

» 67 percent named the energy crisis as the most important problem in the Stat%ducate the
e 98 percent said they were already conserving. different
« 82 percent thought they had enough information about how to conserve.
. sectors of
«  Only 56 percent thought conservation could get the State through the summer; Jif 2 that
rnmornia tna

« Just under half believed there was nothing they could do to solve the energy prgté
lem. used the most

«  Only 8 percent thought peak conservation was important. energy.
»  Only 10 percent understood the concept of peak use.

To succeed, the campaign had to educate the public as to what measures they could take to
conserve. Furthermore, nearly 60 percent were pessimistic that conservation could avoid
blackouts. The campaign needed to provide hope that it was in the public’s power to get us
through this challenge (hence, the empowering campaign logo and slogan, “Flex Your
Power”). Most discouraging in the study was the finding that only 10 percent knew what
“peak” was (when statewide use of electricity was at its highest level producing the great-
est potential for forced outages). During winter months, electricity use typically peaked
between 4 p.m. and 7 p.m. During summer months, statewide electricity use peaked dur-
ing the mid- to late- afternoon hours, as a result of high air-conditioning use. In addition,
summer months typically represented the highest statewide use of electricity compared
with the rest of the year. The campaign had to teach and encourage people how to shift
power use to off-peak hours.

In short, the results of the McKinsey & Co./EMC Inc. survey indicated that although Cali-
fornians understood the severity of the crisis, they believed they were already doing as
much as they could to help reduce demand and they knew how to conserve, despite every
indication otherwise. In order to reduce energy use by as much as 5,000 MW, the cam-
paign had to focus on conservation rather than efficiency, and push conservation at peak.
The Flex Your Power campaign had to not only show the public that its efforts would be
enough to prevent blackouts, but also educate Californians on effective conservation mea-
sures. This challenge was to be addressed through a comprehensive, statewide advertising,
earned media campaign and 13 additional initiatives targeted at each sector of California.
For complete details on each initiative, see Chapter 3.

Partnerships

The outreach component of the campaign involved developing tailored strategies to reach
and educate the different sectors of California that used the most energy. The result was an
effort to target the commercial, industrial, government, agriculture and residential

5. Nancy Ryan, an economist at Environmental Defense, quoted in “Environmental Groups Call For Rapid
Conservation,” Environmental Defense website, http://www.environmentaldefense.org/article.cfm?conten-
tid=125, accessed on Oct. 4, 2002.
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The campaign’s
short-term goal
was to achieve
a peak energy
savings of 5,000
MW by the
summer of
2001.

(“CIGAR”) sectors individually with specific measures to reduce consumption during the
summer peak periods, focused on the highest energy use equipment from each sector.

Refrigerators

2%

Refrigerators

TABLE 1-1.  Equipment Energy Demand at Peak by Sector Percentage in California
Commercial Industrial Government  Agriculture Residential
35.1% 22% 3.9% 5% 35%

Air Assembly Air Water Air
Conditioning 12% Conditioning Pumping Conditioning
13.5% 1.5% 4% 14%
Lighting Transportation/ Lighting Miscellaneous

9.9% Communication 1.1% 6%
4%

Miscellaneous Processing Miscellaneous Refrigerator
6.3% 4% 0.7% 4%
Ventilation Mining/ Ventilation Cooking
2.7% Constructing 0.3% 3%

Clothes Dryer

1.8% 0.2% 2%
Office Equip Office Equip Dishwashing
0.9% 0.1% 1%

Source: Flex Your Power, based on CEC and CPUC data.
Note: Percentages represent projected peak use in the summer of 2001 by category and source.

After identifying the target audiences and the equipment with the most savings potential
(Table 2-1), the Flex Your Power campaign placed field staff in five regions (Sacramento,
San Francisco, Fresno, Los Angeles and San Diego), and tasked them to recruit partners in
the commercial, local government, water, agricultural and residential sectors and to com-
municate with partners on a regular basis.

The campaign’s short-term goal was to achieve a peak energy savings of 5,000 MW by the
summer of 2001. The long-term goals were to foster behavior change and increased use of
energy efficient equipment, appliances and lighting.

The Flex Your Power initiatives by sector (CIGAR) are listed below and described in detall
in Chapter 3. They were rolled out on a schedule that was designed to build momentum
and a sense that by working together we could succeed. This was reinforced through the
press and paid media.

« Commercial and Industrial Sectors

Flex Your Power designed initiatives to help reduce energy use by the business commu-
nity, one of the State’s largest consumers of energy. Together, the commercial and indus-
trial sectors historically account for approximately 57 percent of the State’s peak energy
demand, primarily through the use of heating, ventilating and air-conditioning (HVAC)
systems, assembly operations and lighting. For instance, there are more than 73,000 com-
mercial office buildings in California that occupy more than 1.2 billion square feet. The
CEC estimated that these commercial buildings alone accounted for approximately 3,400
MW of peak energy demand in the State.

Flex Your Power determined that if each business statewide was challenged to immedi-
ately undertake several simple measures to reduce energy use with a goal of cutting it by
20 percent, businesses could save fully half the projected energy shortfall. Simple conser-
vation actions such as delamping 25 percent of non-essential and decorative lighting,
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adjusting thermostats, etc. and changing operations and work patterns could save COnEEG—G—GG————
cial office buildings alone, for example, between 600-1,800 MW. Facilitating retrofits an@lex Your Power
other efficiencies in commercial buildings could deliver significant long-term efficiency

savings. To design, recruit participation and implement these measures, the campaignhad_ to dESIgn a
developed several initiatives: variety of
e Commercial Buildings/BOMA/SEIU “Lights Out” initiatives to
«  CEO Business Leadership reach the
- Small Business California’s
diverse

= Government Sector . .

State and local government account for approximately 3.9 percent of the State’s peak residential
energy demand, primarily through the use of air conditioning and lighting. There are  Sector, which
14,121 state government buildings larger than 500 square feet and more than 200,000

government employees. And there are 58 counties, 475 cities and 3,000 special districtast?r?ounts for 35
California, operating thousands more government buildings and employing tens of thoﬂ?—ercent of the
sands of people. Early on, the State determined that it must provide the leadership — btate’s peak
could not ask others to do what it did not itself do — and the benchmark — and cut eneéﬁergy demand.
use by at least 20 percent. Additionally, local governments and water agencies were chal-

lenged to cut an additional 15 percent (they had earlier been challenged to cut 7 percent).

To accomplish these goals, Flex Your Power launched three more initiatives:

»  State Leadership
- Energy Efficient Communities/Local Government
- Save Water — Save Energy

= Agriculture Sector

Agriculture accounts for roughly 5 percent of total peak electricity demand in California,
and 35 percent of total energy use. Flex Your Power estimated that most of the electrical
energy use (70 percent) was for irrigation and occurred from April through August, which

is also the most difficult time to conserve because it is during the growing season. Twenty-
five percent of the electrical energy was used in food processing. If agriculture could
implement energy conservation and efficiency actions, mostly by shifting peak load and
making other changes such as using groundwater or shallow wells during peak and pump-
ing deeper wells off-peak, significant savings were possible. This initiative included:

e Agriculture Action

= Residential Sector
Energy use at home accounts for 35 percent of the State’s peak energy demand. Because
of the diversity of this sector, Flex Your Power had to design a variety of initiatives to
reach as many residents as possible. Flex Your Power challenged residents to cut electric-
ity use by 20 percent and launched a series of initiatives in addition to the overall paid and
earned media campaign. These initiatives included:

« Energy Education in Schools

»  Nonprofits’Community Based Organizations (NPOs/CBOs)

« “Light Brigade”

- Energy-Efficient Appliances, Lighting and Home Improvement Products

» Grocery Store Customer Awareness

«  University/College Campus Outreach
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|
The advertising
campaign
included simple
messages
executed
through an
integrated mix
of TV, radio,
print and
outdoor
advertisements.

Media and Advertising

Flex Your Power began a statewide paid advertising campaign, coordinated by the Director
of DCA, Kathleen Hamilton, in February 2001. The ad campaign included simple mes-
sages executed through an integrated mix of TV, radio, print and outdoor advertisements
targeted toward different demographic groups throughout California. The primary mes-
sage of the Phase 1 effort was, “Conservation, it's not even hard.” As the participants in the
initiatives described in Chapter 3 were recruited and the initiatives announced, the mes-
sage of energy-saving conservation tips, particularly at peak, remained the same, but the
tagline shifted to, “Together we can get through this energy challenge.” The simple mes-
sages of the media campaign followed the phase development of the outreach campaign,
tying the entire conservation and efficiency education effort together.
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Chapter 3:

Flex Implementation of Flex Your Power
UTEES  Initiatives for 2001

Power

©2003 State of California

Overview A Flex Your

This chapter describes each of the Flex Your Power initiatives in some detail. They apg@gy/er

in the order they were announced publicly through each of the three phases of the cam:

paign in 2001. As mentioned earlier, Flex Your Power placed field staff in five regions r&ha”enge to the
(Sacramento, San Francisco, Fresno, Los Angeles and San Diego), and tasked them sectors:

recruit partners in the commercial, local government, water, agricultural and residentiaProvjde the
sectors and to communicate with partners on a regular basis. Ieadership take

The advertising campaign produced by Grey Worldwide and administered by the Depag&etion and urge

ment of Consumer Affairs (DCA) provided the constant “umbrella” for the many initia- others to do the

tives of the Flex Your Power campaign and the multiple programs of other state agencies

and the utilities. The taglines of the ads best summarize the three phases of the camp§@me- IfyOL_’ dO,
we can avoid

Phase 1 blackouts.
- Establish the Flex Your Power “brand” with its message empowering people to
take action.

- Establish that there are easy, simple things that people can do.

- Establish a non-lecturing, personal vignette with a humorous tone (to succeed, the
campaign had to be free from the “food fight” over how we got into the mess in
the first place, whether generators were gouging the public, etc.), and the ads and
entire campaign had to hammer away at:

-Conservation and the simple things people can do to conserve (turn off the
lights) rather than efficiency (buy efficient lighting).

-Conservation at pedkise appliances after 7 p.m.).

-Confront the perception that conservation would not be enough to make a differ-
ence.

It was during this first phase that the State’s highly successful effort to cut energy use more
than 20 percent in state buildings (proving it can be done if we all help) was achieved. With
the bar set high, the Flex Your Power campaign recruited businesses, nonprofits, local gov-
ernments and others statewide to sign specific commitments to cut energy use immedi-
ately. The challenge to these sectors: Provide the leadership, take action and urge others to
do the same. If you do, we can avoid blackouts. An example: Business leaders were per-
suaded that if all businesses in the State took a couple of painless steps (i.e., delamp 25
percent of lighting and set room temperatures at 78 degrees F), the State could save up to
5,000 MW during the summer, the entire shortfall.
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The governor’s
20/20 program
added a
powerful
reinforcing
message and
incentive to
people and
businesses to
strive for the
high energy-
savings goal of
20 percent.

The tagline “By [conservation tip: i.e., unplugging second refrigerator], you can help
us through this energy challenge, and it's not even hard.”

Phase 2

- Establish a high energy-savings goal (20 percent).

- Demonstrate a broad government, business, local government, nonprofit coopera-
tive effort to get the State through the crisis.

e Build momentum — almost weekly announcements of new broad-based initia-
tives — and convince people.

The tagline “Together we can get through this energy challenge and avoid blackouts.”

During this phase, the actual summer months, the governor’s “20/20 program” was under-
way. The rebate program added a powerful reinforcing message and incentive to people
and businesses to strive for the high goal of 20 percent savings. Those who achieved the
goal — and thereby helped the State through the crisis — received a 20 percent credit on
their utility bill.

Phase 3

The summer of 2001 was a remarkable one for the State of California: There were no
blackouts and no Stage 2 emergencies after July 2, 2001, despite 80 Stage 1 emergencies
and 37 Stage 3 emergencies between November 2000 and March 2001. By summer’s end,
Flex Your Power was ready for the final, and in the long view, most important phase: lock-
ing in conservation behavior and turning the public’s attention to endigigeé/ — pur-

chasing energy-efficient appliances, equipment and lighting. The highly successful
appliance promotion was launched in this phase.

The tagline “Conservation, it's a way of life.”

With this strategic context, the multiple initiatives of the campaign were as follows:

Phase 1 Announcements: Conservation at Peak and
Leadership

Initiati ve #1: State Leadership

Governor Gray Davis unveiled the State Leadership Initiative in Los Angeles on April 27,
2001. State agencies accomplished much in each of the following five primary areas listed
below. It was critical that the State establish a high conservation benchmark early in the
campaign. This would be used to demonstrate that we could conserve our way out of a cri-
sis if we all did the same things; and to demonstrate how it could be done. In addition, the
State comes in contact with millions of people on a regular basis, therefore the message of
conservation and the Flex Your Power “brand” had to become ubiquitous.

Energy Conservation

» State Buildings State facilities followed aggressive energy conservation protocols
stipulated in management memos (MM) 00-06, 00-13, 01-01 and 01-05. Protocols
included reducing lighting loads; setting interior temperatures to 78 degrees F in the
summer and 68 degrees F in the winter; and reducing the use of nonessential office
equipment and appliances.
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The Department of Water Resources (DWR) participated in the California Indepen i

Systems Operator (California ISO) interruptible load program. When requested by 8¢ate facilities
California 1SO, the DWR interrupted up to 300 MW of pump load during peak hour?o//OWGd

or almost 14 percent of its peak load, through March 31, 2001.

aggressive
Communications Since the summer of 2000, state agencies such as the Office of rgy

Emergency Services (OES), State and Consumer Services Agency (SCSA) and the

California Energy Commission (CEC) worked together to communicate up-to-the- conservation
minute information regarding energy emergencies to ensure that effective, rapid cop{’OtOCO/S
servation actions took place when needed. For example, OES provided telecomml@p ulated in a

cations “bridge calls,” through which state agency representatives could speak direct

with each other and the California ISO to determine what actions were needed andS ries of
when. management

- E-mail Notification — When a Stage 2 or Stage 3 energy emergency was memeos.

declared by the California ISO, e-mail messages were sent from DGS Energy
Info to more than 1,700 state government contacts (agency secretaries, depart-
ment directors, chief deputy directors, chief information officers, building man-
agers, energy managers, etc.). DGS did not need to send an e-mail when the
California ISO declared a Warning or Stage 1 emergency, because Management
Memo 01-05 had combined Stage 1 into Warning/Standard Operations. State
agencies, therefore, should have been operating at this level on a daily basis.

» Dialogic — Effective June 15, 2001, the DGS began using an automated out-
bound phone system to place calls to each department’s “Primary Contacts” —
the people who were called when a Stage 3 emergency was declared or cancelled.
The primary contacts then alerted the personnel they oversee.

«  Website Posting— DGS Energy Info e-mail messages were posted to the DGS
energy website at www.dgs.ca.gov/energy.

» Call Router — Effective June 1, 2001, DGS implemented a 24-hour call router

system whereby department personnel who did not have access to e-mail or the
Internet could call for the latest information from the California ISO and utilities.

Energy Efficiency

Retrofits of State Buildings:Energy efficiency retrofits of hundreds of state facilities
were pursued. The goal was to retrofit 100 million square feet of buildings between
2001 and 2003. As part of the retrofit process, the DGS undertook investment-grade
energy audits in hundreds of facilities, installed demand response systems and estab-
lished Stage 2 and Stage 3 load-shedding response plans. Even the governor’s resi-
dence was audited and retrofitted, cutting its utility bills nearly in half and saving
taxpayers an estimated $4,000 a year. A total of $36.2 million was allocated, most of
which would pay construction and materials costs for the state building retrofits, and
Assembly Bill (AB) 970 funded an additional $5.5 million administered through the
CEC.

To implement the building retrofits, DGS developed hundreds of contracts with energy
service companies and contractors and conducted hundreds of preliminary and invest-
ment-grade audits. Thus far, state agencies and universities have undertaken 431 retro-
fit projects. Of the 54 projects that have been completed through December 2002, the
State has achieved almost 75 MW of peak-load reduction. By October 2004, projected
peak-load savings from projects that are underway or completed is estimated to total
96 MW.

The retrofit projects occurred at state office buildings, community colleges, state pris-
ons, California Youth Authority facilities and state hospitals. Although the retrofits var-
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The strongest
energy
efficiency
building
standards in the
country were
developed,
approved by the
CEC and
formally
adopted by the
California
Building
Standards
Commission.

ied from facility to facility, depending on need, the most common funded retrofits
included lighting and heating, ventilating and air conditioning (HVAC) systems and
installation of building energy management systems. For example:

« California Department of Corrections — Calipatria State Prisorn This
project included lighting retrofit and new electronic ballasts; energy-efficient
“exit” signs; a chilled water project; high-energy efficiency motors; HVAC fan
and motor retrofits; variable frequency drive (VFD) motors for air handlers; a
new thermal energy storage (TES) system with controls; and a new cooling tower
and exhaust fans. The energy savings were estimated to result in peak demand
reductions of 2,153 kW and annual savings of 9,318,464 kWh. Total cost esti-
mate was $5,118,181 with estimated annual savings of $703,029.

«  Department of Mental Health — Atascadero State HospitalThis project
included installation of a new absorption chiller, motor replacements, variable
speed drives; and a new steam boiler stack economizer, including cooling tower
treatment and steam traps. Total cost estimate was $5,046,500 with estimated
annual savings of $661,115. The energy savings were estimated to result in peak
demand reductions of 851 kW and annual savings of 5,407,075 kWh.

» DGS — Fresno State Office BuildingThis project included lighting retrofits
and new occupancy sensors; VFD motors and variable flow control pumps; and a
new energy management system. Total cost estimate was $488,442 with esti-
mated annual savings of $54,312. The energy savings were estimated to result in
peak demand reductions of 74 kW and annual savings of 378,497 kWh.

Benchmarking: To assess the operating efficiency of state buildings, the DGS gath-
ered building performance data from a sample of major state buildings and provided
the information to the EERGY STAR® program. RERGY StAR® “benchmarked” each

of the buildings against a national sample of buildings and pointed to areas for poten-
tial improvement. Buildings that arel\ERGY StAR® certified rank among the most
efficient in the country. To date, nine major state buildings have been designated as
ENERGY STAR® certified.

Energy Efficiency Building Standards: The strongest energy efficiency building
standards in the country were developed and approved by the CEC in record time and
formally adopted by the California Building Standards Commission. Among other
things, the standards, which went into effect on June 1, 2001, increased the emphasis
designers and builders must place on air conditioning and heating ducts, where waste-
ful leaks often occur, and reduced the amount of solar heat that radiates into a building
through windows and the attic. The new standards were estimated to save 200 MW a
year each year, and a total of 1,000 MW a year within five years of implementation.

Sustainable Building Efforts: The governor's Executive Order D-16-00 required state
agencies to design, site, build and operate buildings that are energy, water and resource
efficient. An interagency Sustainable Building Task Force, which included the primary
environmental agencies, the DGS, Department of Transportation, Department of Cor-
rections, Department of Finance and state universities and community colleges, devel-
oped a comprehensive blueprint for implementing the executive order. Major
sustainable building design and construction projects included Capitol Area East End
— the largest building project in the history of state government. The energy savings
from this $392 million, five-building complex were estimated to be $400,000 a year.

Other Efficiency Efforts: State agencies also issued management memorandum
requiring the procurement of energy-efficient IT and office equipment and included
energy efficiency requirements as standard language in all new building leases and
lease renewals.

e44 e



Chapter 3: Implementation of Flex Your Power Initiatives for 2001

Education and Outreach

Employee Outreach:
Since the summer of

FIGURE 1. Office Poster

2000, State ageNCleS |

educated state
employees about the
energy situation and
the need for conserve
tion at the office and
at home. Information
was disseminated
through building ten-
ant meetings, man-
agement memoranda
memos from cabinet
secretaries and
department directors,
e-mails and building
posters. In addition, a
number of large state
office buildings
hosted energy effi-
ciency fairs and dis-
played 250 lobby
signs, Kids Art Post-
ers and 300 conservg

tion posters. Flex
Your Power worked

WE’VE COME UP WITH AN
INGENIOUS SOLUTION TO CALIFORNIA’S
ENERGY CRISIS: USE LESS.

Isn't it funny how the trickiest problems sometimes  construction, and even more of them will be coming
well  on line soon — there are a few things each of us can do
on its way to finding a long-term answer to the energy i the short term to help. They're all pretty easy. They're
emergency — several new power plants are under all really simple. They're all, dare we say it, ingenious.

have the simplest solutions? While Californ

USE DAYLIGHT INSTEAD OF OVERHEAD LIGHTS.
SWITCH YOUR COMPUTER TO SLEEP MODE.
TURN OFF YOUR COMPUTER AT THE END OF THE DAY.
TURN OFF YOUR LIGHTS WHEN YOU LEAVE.
DON’T FORGET TO CONSERVE ENERGY AT HOME, TOO.

Fl S
s G5

Power

www.flexyourpower.ca.gov

Each Cabinet
agency used its
thousands of
daily contacts
with citizens,
businesses and
others to
spread
information
about energy
conservation
and efficiency.

with Legislative district offices and regional energy events to distribute thousands of

residential and low-income brochures. All PDF-formatted campaign collateral was

shared with state agencies and Legislative staff to facilitate their replicating and tailor-

ing of the materials.

State Agency Outreach:Each Cabinet agency used its thousands of daily contacts

with citizens, businesses and others to spread information about energy conservation
and efficiency. State agencies worked as a team. Conference calls took place several
times a week, ensuring that each agency and department used a unified message. Out-
reach strategies included:

« Placing the “Flex Your Power” logo and conservation messages on each state

department’s website.

Placing conservation messages in regular and special communications. For
example:

-The Technology, Trade and Commerce Agency (TTCA) e-mailed and broadcast
faxed conservation tips to 97,000 businesses and business associations in
California.

-The Department of Motor Vehicles placed conservation messages on vehicle
registration and license application and renewal notices, which reached more
than 19 million vehicle owners and 8 million drivers who applied for or
renew licenses.

-The California Lottery Commission placed conservation messages on certain
game tickets and on 7,000 TV monitors in stores statewide.
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|
The State
worked with the
California State
Association of
Counties and
the League of
California Cities
to coordinate
local responses
to energy
emergencies.

-The Franchise Tax Board included conservation inserts in more than 1 million
tax return information notices.

-Department of Alcoholic Beverage Control sent approximately 36,160 flyers
with the energy message to liquor licensees in renewal notices and liquor
license applications.

Sending conservation information to every school superintendent, child care cen-
ter and charter school and establishing a facilities best practices website within
the Department of Education website.

Distributing conservation handouts at state parks, forestry stations and state
museums, such as the California Science Center, which has 1.3 million visitors
each year.

Placing articles about energy conservation in trade publications, newsletters and
other professional media. These included the Employment Development Depart-
ment’sCalifornia Employemewsletter, which reached more than 900,000 sub-
scribers, and the California Public Employees Retirement System’s
PERSpectivesvhich reached 1 million subscribers.

State Liaison Efforts: During the Flex Your Power campaign, State Leadership Initia-
tive staff supported Legislative members by:

Delivering official briefings on all campaign initiatives to each state agency pub-
lic information officer (100), Legislative staff (120), Department of Consumer
Affairs “800” consumer referral staff (15), the governor’s Cabinet and depart-
ment heads, as well as communication staff and constituent services staff and any
department or ongoing energy task force that requested briefings.

Sending weekly e-mails conveying conservation messages and new brochures
and outreach materials to Legislative energy liaisons and state public information
officers.

Meeting regularly with and participating in energy planning and project meetings
in an effort to promote collaboration between various stakeholders. Groups
included the Office of Innovations, Business Transportation and Housing, TTCA,
DGS, Power Authority, Legislative Oversight Working Group through the
Assembly Speaker’'s Member Services, CEC, the California Public Utilities
Commission (CPUC) and utilities.

Training the governor's Constituent Services staff on statewide conservation
resources and promoting collaboration (see Training below).

Supporting more than 20 energy events planned by Legislative members.
Twenty-two Legislative members participated in Flex Your Power’s Appliance
Awareness Week by issuing local press releases.

Coordination with Other Governmental Entities, Private Businesses and Utilities:

The Office of Planning and Research worked with the California State Association of
Counties (CSAC) and League of California Cities (LCC) to coordinate local responses

to energy emergencies. The California Department of Education (CDE) and the Office

of the Secretary for Education (OSE) reached out to 8,300 schools with a letter to
school superintendents on January 18, 2001. CDE also developed a best practices web-
site for schools to use as a resource. The State reached out to the agriculture commu-
nity and utilities such as Sacramento Municipal Utilities District (SMUD).

The governor's Office of Emergency Services, California Highway Patrol, TTCA and
the SCSA collaborated with businesses and industry associations to reduce after-hours
outdoor lighting at retail establishments by 50 percent, pursuant to an executive order.
Industry association partners included:
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«  Building Owners and Managers Association (BOMA) of California 1
. California Business Roundtable The State

«  California Chamber of Commerce collaborated

. California Grocers Association with businesses

»  California Manufacturers and Technology Association such as

» California Retailers Association McDona /d’S,

«  California Small Business Association which p/aced

The State collaborated with businesses such as McDonald’s, which placed energy %érgy

servation messages on 4 million tray liners in 1,100 restaurants, and Silicon Valley .
Manufacturers Group (SVMG), which distributed a series of e-mails with energy cofonservation
servation information to thousands of high-tech employees throughout California. messages on 4

million tray

Training linersin 1,100

State Facilities Staff:Since the summer of 2000, the DGS held bi-monthly and restaurants.
monthly training sessions for building facilities staff and building engineers to ensure

that they were aware what conservation actions were expected and what techniques

could be used to improve overall energy efficiency.

The Energy Management Division (EMD) of DGS devised a Strategic Plan for Peak
Load Reduction (PLR), which served as a detailed action plan for maintenance staff
and building occupants. The PLR Plan called for many of the same actions as those in
the comprehensive energy management memo (MM 01-05) and further outlined spe-
cific tasks by type of equipment and by emergency stage. Development and implemen-
tation of the PLR Plan were funded by a $1.25 million grant from the CEC. The plan
was applied to 175 state-owned air conditioned buildings that were larger than 10,000
square feet.

The Energy Resources Specialist from EMD developed training materials, which
included the management memo (reformatted for readability and laminated for usabil-
ity) and the PLR Plan, which was provided in format and on a floppy disk for easy cus-
tomizing and updating by facility personnel. A consulting company was hired to visit
175 state-owned buildings throughout California to help facility managers conduct site
surveys; collect information on key contacts and on conservation projects being
planned in each building; distribute training materials; and provide training to building
and tenant managers on energy management and the actions in the PLR Plan. The site
surveys began in March 2001, and surveys and trainings were completed by June 2001.

Legislative and State Agency StaffStatewide training sessions on the State’s energy
efficiency and conservation programs were held for Legislative members and their staff
and state agency public information officers (P10s) in June and July 2001. The training
sessions were conducted in Sacramento, San Jose, San Diego, Anaheim, East Los
Angeles, Oakland and Fresno. Flex Your Power State Leadership Initiative staff devel-
oped the agenda and material content, recruited speakers and facilitated each training.

Nearly all members of the Legislature sent district staff, for a total of 120 attendees and
100 state agency PIO staff. Each member office and state department agency provided
the name of an energy contact who would receive regular support through a variety of
mediums, including e-mail updates and informational materials on conservation and
efficiency programs and resources.

Training content covered all current programs and resources related to energy effi-
ciency and conservation and low-income energy assistance programs administered by
the State of California. Participating agencies included the CEC, Community Services
and Development Department, CPUC, SCSA and Flex Your Power.
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Major state
office buildings
dropped
electrical loads
by about 40
percent each
night; saved
approximately
200 MW during
Stage 2
emergencies;
and reduced
overall energy
consumption by
an average of
23 percent in
the first six

months of 2001.

Results

The State Leadership Initiative delivered incredible savings and provided a powerful and
credible challenge to local government, businesses and residents.

Energy conservation measures and energy efficiency regoéitded major state office
buildings to drop electrical loads by about 40 percent each night; save approximately 200
MW during Stage 2 emergencies; and reduce their overall energy consumption by an aver-
age of 23 percent in the first six months of 2001 when compared with the same period in
2000 (21 percent reduction in January and February, 18 percent in March, 26 percent in
April, 23 percent in May and 26 percent in June). State buildings managed to save up to an
estimated 40 percent of electrical use during winter peak-hour periods through emergency
conservation measures and permanent changes in their operating patterns.

Retrofitting state buildings for permanent energy efficiency helped sustain those energy
savings in future years while saving millions of dollars over the life of those buildings and
the equipment installed.

The new building standards that went into effect on June 1, 2001, are saving an estimated
200 MW a year. In five years, the savings are expected to reach 1,000 MW a year —
enough electricity to power an estimated 750,000 homes.

In 2002, major state buildings continued to use approximately 20 percent less energy than
in 2000. These efforts resulted in $9.2 million in saved energy costs for the State in major
state buildings alone.

Phase 2 Announcements: Partnerships and Momentum

Initiati ve #2: Enegy-Efficient Communities/ Local Gowernment

Flex Your Power started collaborating with the League of California Cities (LCC) (repre-
senting 476 cities in the State) and the California State Association of Counties (CSAC)
(representing 58 counties) to solicit the participation of their members in the campaign in
January 2001. Governor Davis on January 30, 2001, sent a letter to the LCC and CSAC
thanking them for their efforts to date in responding to the energy challenge. The governor
also asked all cities and counties in California to increase their commitment to conserva-
tion and pledge to reduce electricity use by at least 10 percent in 2001, compared with
2000.

In the spring, Flex Your Power, the SCSA and the governor’s office again collaborated
with the LCC, CSAC and the California Special Districts Association (CSDA) (represent-
ing 2,300 special districts) to develop a joint letter and energy coordinator pledge. Flex
Your Power assumed that a significant number of local governments would make even
greater efforts to conserve energy if: they committed to applying their significant power
toward accomplishing specific energy efficiency and conservation goals; and worked in
concert with the State and other local governments to leverage their messages and
resourcesThe Energy Efficient Communities/Local Government Initiative outlined a pro-
gram to promote energy efficiency and conservation at the local level. By committing to
this pledge, local governments would agree to, among other measures:

] Cut energy use by 15 percent.
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[ Appoint an energy conservation coordinator and develop an energy efficiency ancl .  —  ———————
servation plan. Each local government was asked to appoint an energy conservation cgex Your Power
dinator to work with Flex Your Power to develop, for immediate implementation, short-

term and long-term energy efficiency and conservation measures.

sent local
government

[ Work with Flex Your Power to foster the sharing of program and policy ideas amongenergy

local governments to facilitate efficient and effective design and implementation.

coordinators a

[ Participate in the Flex Your Power public education campaign. Local governments h&é@mprehensive
to produce and distribute Flex Your Power messages and materials in mailers, newsletjgrformation

communications with government employees and other materials. They had to also ¢
duct energy fairs and utilize all other means of educating the public about energy effi-

ciency and conservation.

The local government
initiative was announced

FIGURE 2. Local Government Energy Coordinator
Registration Form

on April 30 in San Fran-

cisco at which the Presi-
dent of the LCC and
several mayors commit-
ted to cutting energy use
by 15 percent. The cam-
paign sent mail packets
containing a local gov-
ernment challenge letter
an energy coordinator
form and a pledge form
to the LCC, CSAC and
the CSDA. The associa-
tions sent the letter
directly to their 2,834
members (58 counties,
476 cities and 2,300 spe
cial districts). Again, the
letter challenged local
governments to pledge
their support to the Flex
Your Power campaign,
reduce their energy con-|
sumption by 15 percent

League of California Cities
California Stete Association of Counties
California Special Districts Association

ENERGY COORDINATOR REGISTRATION FORM

Pleass complete and return this form as soon as possible so that the Energy Coordinator
can begin to receive important energy effidency and conservation information. The Energy
Coordinator will serve as the point of contact between your city, county or special district and
the State, as well as the League, CSAC and CSDA, on energy matters. Once registered, the
Energy Coordinator will receive useful information to help your jurisdiction reduce energy
use. Please note: it is NOT necessary that yvour jurisdiction complete and retum the Energy
Consarvation Pledge form before returning this form

Please ice the

Name of City, County or Special District

Name of Energy Coordinator

Title

Address

Telephone Number

Fax Number

Email Address

PLEASE RETURN COMPLETED FORM BY EMAIL OR FAX AS NOTED BELOW.
1. Flex Your Power Office: Email: localgovi@energy.ca.gav
Fax: 916-651-9142

PLEASE SEND AN ADDITIONAL COPY TO THE LEAGUE, CSAC OR CSDA.

2. Copy to League, CSAC or CSDA: League: FergusA@cacities.org; Fax: 916-658-8240
CSAC: JVoorhis@counties.org; Fax: 916-441-5507

CEDA: casmith@csda.net; Fax: 916-442-7889

NOTE: THIS FORM IS AVAILABLE ON THE LEAGUE, CSAC AND CSDA WEEBSITES.

Thanks very much for your participation.

compared with 2000 and

identify a point person within their community to work with Flex Your Power.

Packet that

included a
Local Area
Workplan,
information on
all campaign
initiatives and
resources to
create an
energy
conservation
program.

The Flex Your Power staff followed up the mailing with phone calls and e-mails. For each
newly identified energy coordinator, Flex Your Power sent a 30-page comprehensive Local
Government Information packet. The packet included a Local Area Workplan, the latest
information on all Flex Your Power initiatives (from targeted rebate programs to commu-
nity assistance planning), details on how local governments could take advantage of the

LCC programs and the “Watt’'s Going On, California? Toolkit” (compiled by the LCC,

CSAC, Local Government Commission and California Park and Recreation Society). The
toolkit provided local governments with resources to create an energy conservation pro-
gram for residents and businesses, in addition to Flex Your Power tips.
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|
A key function
of the Flex Your
Power
campaign was
identifying and
sharing policy
tools and
programs
undertaken by
local
governments
that can be
replicated to
save energy.

Flex Your Power again
followed up the mailings

FIGURE 3. Local Government Local Area Work Plan

with phone calls to assesgs

the needs of each local
government entity, walk
the energy coordinators
through the worksheet
materials in the packet
and inform them of
incentive and technical
assistance programs
offered by the CEC, util-
ity companies and other
state agencies. Program
targeted at local govern-
ments included:

VI. YOUR COMMUNITY'S LOCAL AREA WORKPLAN

Your Flex Your Power Campaign consultant:
Phone: Fax:
Email:

Community Profile
Name of city/county/special district:
Population of your city/county/special district:
MNumber of employees at your city/county/special district facilities:
Mumber of buildings (larger than 5000 square feet) owned by your
city/county/special district:
Square footage of those buildings:

Implementation Checklist
Energy Coordinator appointed? O ves O ne Date:
Have you benchmarked local government buildings with EnergyStar?
O ves O No
How many buildings have you rated so far?
How many do you plan to rate?

Has your community signed on to the state’s emergency notification system?
O ves O me

20/20 Rebate

Program (povemtialy meucing measres astined i he av1oched Srare Meagement memo?
«  Energy-Effi- Hve Hre

Cient Financi ng xhryri::;mmunity have an zrwgy—rglmutasiummur&ﬁf::gistnncz Plan for at-risk

PrOgramS Does your community have a Comprehensive Energy Plan?
« Innovative Peak Hove M

Load Reduc- Does your city/county/special district plnn;;l'mld ﬂlhjzr:;gy fm;m;

tion Program w6

(Bring Me a

Watt)

Bright Schools Program
Energy Partnership Program

A key function of the Flex Your Power campaign was contacting energy coordinators on a
regular basis through e-mail and phone to answer questions on energy conservation and
efficiency. Flex Your Power identified and shared policy tools and programs undertaken by
local governments that can be replicated to save energy. The following are examples of
such policies:

Retrofit-upon-sale ordinances, which require existing buildings to meet higher
standards for energy efficiency upon resale. Energy efficiency standards for con-
struction, which require tighter building shells and high efficiency fixtures in new
buildings.

Energy-efficient landscaping standards that mitigate heating and cooling needs
and include requirements such as planting vegetation around construction, using
light colors on roofs and narrowing residential streets.

Renewable Portfolio Standards that require renewable and alternative energy
sources and provide a certain percentage of all energy delivered to a municipality.

Audits and on-site surveys, including the installation of efficient devices and
assistance with energy monitoring, that encourage low-cost energy conservation
by offering home and business energy auditing and consultation in conjunction
with retrofitting services.

Energy efficiency programs through schools and community-based organizations
(CBOs), as well as distribution of free weatherization and conservation kits.
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« Maintenance and design of energy-efficient parks, outdoor recreation areas o
public spaces, which reduce the summer cooling load, winter heating loads an@lex Your Power
long-term energy demand.

£ e , buildings. includi duction 1 %articipated in

. nergy efficiency programs in government buildings, including use reduction tgr-

gets, retrofitting and green building guidelines. I'Weekly Local

«  Employee education and training on energy efficiency. Governme_nt

» Load management programs that help cities cope with power demands by reo@@-rmersmp
nizing when energy is used, particularly at peak. meel‘ings

« Rebates for new construction, which encourage and reward builders if initial reﬂqroughout
rofits result in an overall reduction of building energy use. 2001 to keep

- Low-interest loans and mortgages for energy-efficient retrofits for the installation
of efficiency equipment in homes and businesses. abreast of all

- Recognition programs that acknowledge participants' commitment to the pro- activities, W_’th
gram, their results, technological breakthroughs and continuous improvementsl/1 emphaS/s on

»  Grants/rewards for energy efficiency projects and for energy-efficient design tr@nergy-efficient
go beyond the “common practice.” communities

« Comprehensive websites that provide support to load and demand-side manage-
ment programs and links to relevant URLSs.

»  Public/private partnerships that develop, test and bring to market environmentally
sensitive designs or projects

«  Public/nongovernmental organization partnerships that host energy town meet-
ings with nongovernmental organization (NGOs) and CBOs to encourage citizen
involvement in the local energy conservation effort.

As the Local Government Initiative team made contact with potential and established
energy coordinators, the team noticed that many energy coordinators needed additional
information, tools, resources and questions answered before they could move to the next
level of implementation. To meet this need, Flex Your Power in August began working
with LCC, CSAC, CSDA and OPR to develop a series of local government trainings for
energy coordinators. Flex Your Power planned to model the trainings after those developed
for Legislative staff in July under the State Leadership Initiative. Between September 17
and 21, 2001, Flex Your Power hosted a series of three-hour trainings in each region, pro-
viding local government energy coordinators with information on the campaign compo-
nents and the tools and resources they would need to get their efficiency and conservation
efforts off the ground.

Flex Your Power participated in bi-weekly Local Government Partnership meetings coor-
dinated by the Governor’s Office of Planning and Research (OPR) throughout 2001 to
keep abreast of all activities, with an emphasis on energy-efficient communities. The
meetings, which began in May 2001, were organized by the governor’s office and attended
by representatives from the Department of Health Services, Department of Aging, SCSA,
DGS, LCC, CSAC, CSDA, CEC and CPUC. The meetings provided a wide range of local
government groups with an opportunity to talk strategically about how local governments
could be more coordinated in their energy efficiency efforts and how programs were pro-
ceeding.

In the summer and throughout the year, Flex Your Power attended the statewide confer-
ences of the LCC, CSAC and CSDA. There, Flex Your Power coordinated with the CEC to
set up an informational booth and distribute energy conservation materials. Flex Your
Power also directed local governments that were interested in holding energy fairs to call
the campaign office to discuss ways in which the campaign could help them.
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More than 85
percent of the
cities and 90
percent of the
counties in
California
agreed to be
partners of Flex
Your Power.

As stipulated in the initiative, both Flex Your Power and local government partners were
committed to public outreach and education efforts in several ways:

«  Community Assistance Planning Local governments developed and coordi-
nated a plan of action with CBOs (e.g., Aging, Meals on Wheels, churches), fire
and police departments and others to assist the elderly and other at-risk popula-
tions and vulnerable small businesses in the event of blackouts.

- “Light Brigade” Initiative : In May, local government leaders participated in the
Flex Your Power “Light Brigade” Initiative, organized by the California Conser-
vation Corps (CCC). Each week, Flex Your Power sent a list of cities/neighbor-
hoods that the CCC was planning to walk through to the three local government
associations. The associations posted the information on their websites to give
cities/counties/special districts “advance warning.” This also gave City Managers
and elected officials an opportunity to join the “Light Brigade.”

e Collateral: Flex Your Power provided local governments with thousands of resi-
dential and low-income brochures in English and Spanish, lobby signs and kids
posters. Flex Your Power also distributed materials at energy fairs and at presen-
tations with local government staff.

« “Save Energy FIGURE 4. Local Government Save Energy Pledge
Pledge™ In addi-
tion to asking
SAVE ENERGY PLEDGE
local govern-
ments to make a I pledge to do my best to use 20% less electricity, and wrge others to do sa, by:
15 percent energy- 1) Turning off lights and appliances that are not essential;
use red uctlon 2) Setting thermostats to 78 degrees or higher during warm weather and during cold weather, to 68 degrees or lower;
! 3) When shopping for lights and appliances, purchasing efficient ones (ENiRGT STAR') that use the least energy;

Flex Your Power
distributed an
individual “Save
Energy Pledge”to | | ™™ ity

energy coordina- Pl cut, fill ot and sl ihis pledg o

tors, asking them | | Pmmmies ey
and their co-work- ‘ - : ‘
ers to pledge to do
their best to cut
their energy use
by 20 percent at home.

4) Delaying use of clothes dryers and ather lange appliances until after 7 PM.

Besides working directly with local governments and their primary associations, Flex Your
Power also reached out to the California Council of Governments (CalCOG) and the five
primary regional government associations for their assistance in distributing Flex Your
Power information to their members. Flex Your Power made presentations to CalCOG and
the primary regional government associations to inform them about Flex Your Power’s
efforts and how the regional governments could get involved. Flex Your Power developed
and presented a slide-show overview of the campaign at regularly-scheduled COG meet-
ings. Flex Your Power found that working with the COGs to reach local governments was
an excellent alternative to calling the cities, counties or special districts directly.

Results

The Energy Efficient Communities/Local Government Initiative was extremely successful
in signing on cities, counties and special districts as partners in energy conservation and
efficiency. More than 85 percent of the cities and 90 percent of the counties in California
worked with Flex Your Power.
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Of the top 100 cities by population, 97 signed the pledge and/or identified an energy Cu=—
dinator for the summer of 2001. Those 100 cities represented a population of more thaif Fra/

million Californians. Of the top 40 counties by population, 37 signed the pledge and/or

identified an energy coordinator. Fifty-four of the 58 counties in the State signed the government .
pledge and/or identified an energy coordinator. The 54 counties represented a populafddCCESS Stories
of more than 33.5 million Californians. Over the course of the campaign, Flex Your Powgic/ude the City
worked with a total of 565 local government energy coordinators. of Paramount,

With Flex Your Power’s help in developing and distributing collateral, many local goveriwhich reduced

ments were able to launch public education and awareness campaigns. These commujiti

distributed thousands of residential and low-income brochures in English and Spanish@zs?érgy U.SE 23.1

well as displayed lobby signs and kids posters. ?erie_nt If_) three
aclities in a

Flex Your Power’s regular communication with energy coordinators about the many diﬁf[\'/e-month

ent energy conservation and efficiency policy tools and programs nationwide and abo )

rebate, grant and loan programs offered by the CEC, CPUC and utility companies made@riod and

possible for hundreds of local governments to implement a variety of energy efficiencyrecejved a 20/20

and conservation programs. Flex Your Power e-mail updates elicited a lot of “thank yoz,” ate b

responses from energy coordinators and refreshed their memory about Flex Your Pow teatg . y

a resource for energy information. Many local governments had great success impleméf@grading an

ing energy conservation and efficiency measures suggested by Flex Your Power. Many-{\/AC System

shared their stories. For example: and

«  City of Asuza, which has a population of 43,800, saved $12,700 in energy COStﬁmp/ementing
and made 5.25 to 7.15 MW available for energy reductions should it be called,. .
upon to reduce load. The city accomplished this through city employee outrea(,’ghtmg
and load-reduction programs in city facilities. retrofits.

»  City of Paramount, which has a population of 55,266, upgraded an HVAC sys-
tem in City Hall and implemented lighting retrofits. The city reduced energy use
23.1 percent in three facilities in a five-month period and received a rebate from
Southern California Edison (SCE) as part of the State’s 20/20 program.

- City of Poway, which has a population of 48,000, retrofit traffic lights with light
emitting diodes (LEDs). Poway realized a 71 percent energy cost reduction.

«  City of Laguna Niguel, which has a population of 71,000, implemented a public
information campaign that added city seals to Flex Your Power collateral. This
and other programs helped Laguna Niguel reduce energy use 60 percent.

- City of Vacaville, which has a population of 89,000, included public service
announcements, mayoral proclamations and conservation memos in employee
paychecks. These public outreach efforts helped Vacaville realize more than 20
percent energy savings.

»  County of San Bernarding which has a population of 1,709,434, converted
unused spaces into “cool centers” to help ease the summer heat for the county’s
low-income, disabled and senior-citizen populations. This project, coupled with a
public education campaign and energy efficiency upgrades of city lighting and
water systems, helped San Bernardino reach its 10 percent goal.

- City and County of San Franciscewhich has a population of 776,733, in part-
nership with the CPUC, implemented 13 efficiency projects that were estimated
to conserve 60 MW annually and as much as $5 million a year in avoided energy
costs.

Initiati ve #3: BOMA/SEIU Partnership: “Lights Out”

As part of the effort to reduce demand in the State’s commercial office space, Governor
Davis in early 2001 sent a letter to the Service Employees International Union (SEIU) jan-
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|
At a press
conference,
BOMA publicly
committed the
first 300 million
square feet of
commercial
office space to
the “Lights Out”
Initiative.

itors, the operating engineers and the Building Owners and Managers Association of Cali-

fornia (BOMA), asking them to work together to save energy.

Flex Your Power pro-
posed that the State,

FIGURE 5. BOMA Brochure

SEIU janitors, operating
engineers and BOMA
develop a joint, statewide
energy conservation and
efficiency program for
commercial real estate.
Together, the SEIU and
BOMA service more
than 500 million square
feet of commercial office
space and manage 2 mi
lion to 3 million workers.
The result was a “five-
point” program, “Lights
Out,” designed to pro-
mote the immediate
reduction of energy use

BOMA/SEIU COMMITMENT

The Building Owners and Managers Asociation (BOMA of Califormia and the people who senvice their buildings
are working together 1o address Califomia’s energy shorage, Topether with the janitors (SEIL—Service Emplayees
International Union] and engineers (IUOE—International Union of Operating Engineers), we've come up with a
simple five-point plan 1o consene energy:

Janitors will shut off unnecessary lights and use a team-cleaning approach where practical to keep evening light
usage (9 a minimum.

Building cwners ane janitors are conducting training sessions to teach building users how o help conserve.

Building owners are conducting energy-efficiency sunveys of their buildings and using state rebates and other
incentives to upgrade to more efficient lighting, HVAC, and demand-management systems,

Building owners and tenants are using newsletters, e-mail netwerks, and lobby signs 1o encourage energy conservation.

BOMA and SHU are gathering conservation ideas from all building users. We're idertifying measurable goals
far saving energy, and we're implementing conservation plins to mest thase goals.

CONSERVATION TIPS FOR THE OFFICE

By Lsing the power management system on your computer and manitor, you can reduce your computer’s electrical
use by as much as 40% during the workday.

Use daylight instead of overhead lights when possible. Tum oif your lights when you leave,

In Califormia, an estimated 3 million computers are left on in ofiices every day—wasting 255 MW. Tum yours off!

CONSERVATION TIPS FOR THE HOME

s_»ni'nF cur thermestal 1o keep air conditioning at 78 F when ivs hot cutside, and yeur heating system at 68 | when
| can help save Up to 20% in heating and coaling cos

in office buildings and to| = .
educate employees and Help recluce rolling blackouis by using large appliances, such as washing machines and dishwashers, after 7 p.m
visitors to the buildings.
“Lights Out” asked the

partners to commit to five
main actions:

New ENIRGY STag® qualified g bulbs are 75% more efficient than incandescent bulbs. Replace incandescent lighs
with compact fucrescent bul

Compact fluorescent bulbs save a lot. Turning out the lights saves even mere. And wum off computers and other
electronic equipment when not in use.

New Exrrery STar cqualified appliances use 20%-50% less energy than
stanclard models.

L Implement energy-

efficient cleaning practices, including training and empowering janitors to shut off unnec-
essary lights and equipment and using a team cleaning approach that keeps the lights off in
the rest of the building.

[ Conduct conservation training of building users. Building owners and tenants had to
support the development of training sessions on conservation for building operators and
tenants.

L] Develop conservation programs. Building owners and tenants had to gather input on
conservation from all building owners and operators, determine measurable energy-sav-
ings goals and implement building conservation strategies.

] Retrofit buildings for energy efficiency. Building owners had to use rebates and other
awailable incentives to invest in energy-efficient lighting, HVAC and demand management
systems.

L] Disseminate conservation and efficiency information to building workers. Building
owners and tenants had to use newsletters, e-mail networks, lobby signs and other oppor-
tunities to raise awareness about energy conservation among those working in the building
to encourage conservation at home and the office.

The janitors would also act as energy conservation “crusaders,” shutting off unnecessary
lighting and equipment and reporting those areas where conservation was lacking.
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Flex Your Power announced the Lights Out Initiative at a press conference on May 7, I
2001, with the governor, building managers and janitors. At the conference, the goverr[o)urjng the
announced the five-point plan and BOMA publicly committed the first 300 million squar§ummer of

feet to the initiative.

2001, 27 percent
BOMA facilitated Flex Your Power’s effort to identify building managers and janitors of the State’s
around the State to serve as energy coordinators to the campaign, provided rebate infgrma-.
tion in English and Spanish, disseminated Flex Your Power energy education material sinesses cut
tenants and trained building workers. Fifteen hundred posters and lobby signs and 100@bdeast 20
brochures were distributed. On June 1, 2001, BOMA sponsored the Commercial Real ercent of their
Estate Forum and Exhibition at which the newest energy-efficient products and servicég
for buildings were unveiled. energy

consumption.
Throughout the summer of 2001, Flex Your Power conducted telephone surveys of

BOMA members to confirm that they were implementing the Lights Out program. The
surveys accomplished three goals:

« Gathered information on the building’s adherence to the pledge and encouraged
the building manager to continue and/or begin conservation measures.

» Enabled Flex Your Power staff to provide valuable energy conservation and effi-
ciency information and/or resources on where to look for information on rebates,
incentives, conservation and efficiency.

« Collected anecdotes of success stories of various office buildings, which were
used in earned media efforts (e.g., weekend press briefings), shared between
building managers and circulated in BOMA newsletters. Companies that shared
their stories included PM Reality, Boston Properties, Steps Down Real Estate and
Arden Reality.

Flex Your Power also monitored the progress and measured the success of the “Lights
Out” Initiative by faxing building managers and owners a survey about their energy con-
servation and efficiency programs. The survey also had space for the building representa-
tives to order additional collateral materials.

Results

Flex Your Power's BOMA/SEIU “Lights Out” Initiative delivered impressive results. Dur-

ing the summer of 2001, 27 percent of the State’s businesses cut at least 20 percent of their
energy consumption, with some businesses cutting energy use in excess of 40 percent
when compared with the prior year. This information is taken from the results reported by
the IOUs as part of the State’s 20/20 program whereby businesses saving 20 percent or
more received a 20 percent credit on their utility bill.

Other successes include:

»  More than 800 commercial office buildings implemented the “Lights Out” five-
point program.

«  Flex Your Power placed 1,500 posters in building lobbies and corridors and dis-
tributed hundreds of thousands of Flex Your Power conservation brochures.

And although many businesses and building management companies had been practicing
energy conservation for years, Flex Your Power’s extensive marketing of the many rebate,
grant and loan programs offered by the CEC and utilities helped businesses increase effi-
ciencies in their buildings. Success stories include:
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Flex Your Power
collaborated
with business
organizations
and CEOs to
develop a
declaration
under which
businesses
would commit
to conservation
goals and a
course of action
to achieve
them.

Chevron Real Estate Services San Francisco had been practicing energy-sav-
ing measures since 1991 (saving 50 percent on energy consumption), yet the
company integrated many best practice measures recommended by Flex Your
Power. Those included retrofitting 25,000 light bulbs and turning off hallway
lighting during business hours.

PM Realty in San Diego took advantage of Flex Your Power’s suggestion to
reduce energy costs by educating tenants and employees to be energy aware and
efficient; changing cleaning procedures; retrofitting lighting; and resetting timers

to minimize lighting usage during the day. PM Realty saved 27 percent in energy
costs.

Thomas Properties Groupin Sacramento initiated a new janitorial cleaning
program for its building. Previously, janitors cleaned from 6 p.m. to 2 a.m. with
13 floors fully lit. Under a new cleaning and lighting program, janitors started
work at 11:30 a.m., often using only core lighting. The program saved Thomas
Properties $100,000 (9 percent) annually.

The Delano Regional Medical Cente Delano took part in a lighting audit

and delamped outside lighting bulbs, called for “lights out” in hospital corridors
that do not have patients and asked security guards to check thermostat settings
on rounds. The medical center saved more than 40 percent in energy costs in
2001.

Initiati ve #4. CEO Business Leadership

Flex Your Power, the Chamber of Commerce, the California Business Roundtable, Silicon
Valley Manufacturers Group (SVMG) and CEOs from companies such as Shorenstein
Company, Bank of America and Charles Schwab developed and endorsed the idea to
approach CEOs of major businesses to make a commitment to conserve energy. The CEOs
or top executives were targeted because they could make immediate and significant deci-
sions to conserve energy and commitments to energy efficiency.

The goals of the CEO Business Leadership initiative were to:

Obtain commitments from hundreds of major business organizations and compa-
nies to make systemic reform that would change work habits and environment
immediately,

Have the companies name an energy conservation/efficiency coordinator to
implement energy-savings measures and work with Flex Your Power, and

Distribute Flex Your Power lobby signs, posters and brochures.
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Flex Your Power, in coor- . ]
dination with the above __F'GURE 6. Lobby Sign The kick-off
mentioned business orga-

nizations and CEOs, event for lfhe
developed a joint pledge CEO Business
or declaration, under Leadersh,'p
which businesses would e .

commit to conservation Initiative

goals and a course of announced the
action to achieve them. SUp,DOI’t of more
Among other commit-

ments, the declaration than_ 200
committed CEOs to: business
“Achieve collectively an leaders.

overall 20 percent reduc
tion in energy use as
compared to the same
period last summer. Sucl:
conservation will focus
on office and commercia
operations and with an % Turn off your computer at the end of the day.
. . . + Turn off your lights when you leave.

effort to optimize effi- = =

. . . . % Keep the thermostat at 78° in warm weather; 68° in cold.
C|ency |n |ndustr|al pro_ + Hold off using your major appliances 'til after 7 p.m.

 Buy ENErGY STAR' efficient appliances and products.

cesses, to the extent e gy

. R Power
possible, by taking some s
or all of the following

steps:”

] Set temperatures for occupied space to no cooler than approximately 78 degrees F dur-
ing normal hours of operation during the months of May through October.

[ Immediately reduce lighting levels by 25 percent as an initial step and further reduce
lighting levels by an additional 25 percent upon the declaration of a Stage 2 energy short-
age emergency.

] Close blinds and shades in situations where windows contribute to indoor temperatures
and where outside light is not required.

[ Turn off and unplug all office, kitchen and other equipment when not actively in use.

] Consider without prejudice and apply as appropriate those additional measures detailed
in the list attached to this declaration.

Flex Your Power began an initial outreach to CEOs in early 2001 to gain the support of
prominent California businesses and business organizations for conservation and the ini-
tiative, with the ultimate goal of showcasing the signees, their commitment to action and
the potential energy savings in an event in early June 2001. Flex Your Power staff directly
contacted hundreds of CEOs and other top executives of major businesses asking them to
sign the pledge, make a commitment to cut energy consumption and incorporate energy
efficiency into their buildings. Flex Your Power also directly contacted business organiza-
tions and Chambers of Commerce to request their participation in the effort.

The official announcement of the CEO Declaration of Action took place June 7, 2001, at
the Bank of America building in San Francisco, at which Flex Your Power unveiled to the
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press the names of the participating business organizations. The kick-off event announced
the support of 62 business organization partners and 162 CEO partners.

Beginning on June 8,
2001, Flex Your Power
began calling anew to
CEOs of businesses

FIGURE 7. CEO Declaration of Action

. | ]I N, ALLERINIE DERNERE RO e
across the State to ask i ll- Y ortanes <
they would participate in o
Y . P P S RaANGISCO Bay AREAS CounCIL
the initiative. Flex Your NER ——
Power sent a package o S ——
. . Los Angeles 69 E"“mm:;-; r-:g
educational materials angl Ares Chamberof Eciia
Coalition Partners — Partial List
as ked the C EO Co ntaCts Contra Costa Council, Economic Development Alliance for Business, Oakland Metropolitan Chamber of Commerce,
tO dlStrIbUte Iobby Slg ns San Rafael Chamber of Commerce, Sonoma County Economic Development Board, Tri-Valley Business Council
and conservation bro JECLARATION OF ACTION
- DECLARATION OF ACTION
- Signature Response Form -
chures. Flex Your Power Fax to; (415) 981-6408
. . I support and will sign the Energy Conservation Declaration of Action and hereby authorize:
made information on the Qves O no My name (o be listed as a signer and my signature to be affixed on the official
. e el . . Energy Conservation Declaration of Action
business initiative avail- D ves O no My name to be listed as a signer of the Energy Conservation Declaration of Action

in print media advertising to encourage other companies to adopt the same actions.

able on the campaign
website, including the
Declaration of Action
pledge commitments, a
PDF link to the form for 7
businesses to signand g =
long list of companies

and business organiza-
tions that had already
signed. The web addres
(www.flexyour-
power.ca.gov) was
broadcast on all written, radio and TV promotional spots.

o

Please sign as soon as possible. The public announcement is targeted for Thursday, June 7, 2001.

By mid to late summer of 2001, because the energy crisis received less media attention
and appeared to be under control, the business community’s response to the initiative
slowed even though energy conservation was still critical. To combat this, Flex Your

Power developed new strategies. To demonstrate to businesses that the state government
supported the CEO Business Leadership Initiative, Flex Your Power developed a call-to-
action letter, signed by three cabinet secretaries; Aileen Adams, Secretary of the State and
Consumer Services Agency; Lon S. Hatamiya, Secretary of the Technology, Trade &
Commerce Agency; and Maria Contreras-Sweet, Secretary of the Business, Transportation
& Housing Agency. The letter stated:

“Thanks in part to the leadership of the state’s top companies and busi-
ness organizations, we have demonstrated that we can make a differ-
ence. We now ask that you add your company’s name to this list in
recognition of your efforts to date, and that you continue to reduce
power consumption as much as possible... The toughest weeks lie ahead
with the hottest, prolonged heat spells expected in late August and early
September. We are writing with an urgent request for your assistance.”

With a vigorous follow-up effort, Flex Your Power signed on 70 additional businesses.

Another action Flex Your Power took in the early fall of 2001 was to broaden participation
of companies by asking them to appoint energy coordinators, not necessarily CEOs.
Through the energy coordinators, Flex Your Power continued to disseminate educational
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materials. Flex Your Power communicated regularly with energy coordinators about
energy efficiency incentive and rebate programs offered by the utilities, CEC and the Flex Your Power

Power Authority. Incentives and rebates included: communicated
+ Cool Savings — Cool Roofs Program — Efficiency program regularly with
» Cool Savings — Solar Shade Screen — Efficiency program 1.332 business
- Real Time Meters Program e;"lergy
» 20/20 Rebat g
e coordinators

«  Express Efficiency (Small and Medium Businesses)

- Energy Efficient Buildings EERGY STAR® program of the

By the fall, Flex Your Power had achieved its target of 1,200 business energy coordinamampaign.

Also during this time, Flex Your Power began to collect anecdotes of energy conservation
and efficiency success stories from the business community. The anecdotes were used in
press contacts to show the progress and success of the business community in saving
energy, and encourage other businesses to team up and realize energy and energy cost sav-
ings. The anecdotes were also used to draft best practice guides on energy conservation
and efficiency for distribution to the business community.

Results

More than 70 business associations including all the major ones statewide and hundreds of
major businesses signed the Declaration of Action and drastically cut energy use during
the summer of 2001. Over the remainder of the campaign, Flex Your Power enrolled 1,332
business energy coordinators and communicated with them regularly about energy effi-
ciency opportunities, new initiatives and the distribution of Flex Your Power collateral
material.

Numerous businesses across the State realized energy cost savings as a result of conserva-
tion measures implemented during the summer of 2001. Success stories include:

« Allergan, Inc. in Los Angeles performed energy audits on all of its facility build-
ings to identify areas to reduce energy use. In 2001, compared with 2000, the
company headquarters in Irvine, Calif., reduced electrical consumption 12 per-
cent.

« Automobile Club of Southern California in Orange County retrofitted lighting
and installed HVAC computer and energy management system upgrades through-
out the company’s 75 locations in 13 Southern California offices.

»  Bank of America turned off outside lighting, including its “B of A” logo on all
1,000-plus buildings throughout the State and implemented other Flex Your
Power commitments such as delamping 25 percent of its lighting.

« Gelson’s Marketsin Los Angeles installed energy management systems to con-
trol lighting, HVAC and case warmers saving the supermarket chain roughly
500,000 kW annually.

» Lockheed Martin Missiles and Spacen Sunnyvale participated in Pacific Gas
& Electric’s (PG&E) Demand Reduction Program. As part of the program, Lock-
heed retrofitted lighting and conducted an employee energy awareness campaign.
In total, Lockheed received more than $600,000 in rebates and realized energy
savings of $4.8 million in 2001.

- Lowe’s Companiesin Irvine initiated an aggressive energy program for custom-
ers. Customers were educated on ways to reduce energy use through printed

over the course
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materials, TV advertisements and training classes. In one way or another, Lowe’s
reached more than 37 million homes with energy messages.

- Marriott International, Marriott Hotels represents seven different hotel chains
statewide. Through an aggressive energy conservation campaign, which included
internal audits, retrofit improvements, conservation best practices, utility tracking
and new lighting standards, Marriott achieved a BTU-per-square-foot improve-
ment in 2001 of more than 10 percent, with one of the hotels reporting an aston-
ishing 50 percent improvement.

« Roche Biosciencén Palo Alto installed variable speed motor controllers to mod-
ulate supply and exhaust fans, large high-efficiency water chillers for the HVAC
system and lighting retrofits. The conservation and efficiency improvements
resulted in a 16 percent decrease in electricity consumption and a 23 percent
decrease in natural gas usage for 2001 compared with 2000. Roche saved more
than $320,000 in electric costs.

« Unisys Corporation in Orange County installed a cool roof and implemented a
comprehensive employee-driven conservation program. The program helped the
303,000-square-foot office produce remarkable results: 22 percent power reduc-
tion and 1,421,000 kWh and $1,079,325 saved over five months in the summer of
2001.

«  Verizon Communicationsin locations throughout California delamped stores
statewide (removed more than 40,000 lamps for approximately $438,000 in
annual energy cost savings); retrofitted lighting and upgraded HVAC systems in
72 major buildings (for $1.7 million in annual energy cost savings); and imple-
mented a communication program to raise conservation awareness among
employees. Verizon realized an 8 percent reduction in energy in 2001 and a per-
manent annual energy reduction of 49.7 million kWh.

Initiati ve #5: Enegy Education in Schools

Senate Bill (SB) 5X earmarked $7 million for the SCSA to implement an integrated class-
room outreach program to teach school children about energy efficiency in the home and
at school. This important initiative had two parts: In the spring, put energy reduction infor-
mation in the hands of teachers, principals, students and parents before the summer, and in
the fall, developed and implemented programs, partnerships and professional development
activities for the 2001/02 school year, which would have lasting energy-savings benefits.

Part 1

The target audience in the spring of 2001 was theés® and " grades throughout the
State. The goals were:

« Teach students about energy efficiency.

- Enlist students to help to raise the energy awareness of their parents and school
administrators.

Flex Your Power and the SCSA finished developing the Kids’ Flex Your Power Energy
Challenge — an energy activity kit and a resource guide”?oﬁtﬂ grade teachers and

students — shortly after receiving the funding. The activity kit, available in five different
languages, provided energy conservation lessons, online resources and facts, as well as a
take-home energy audit homework assignment that parents/guardians had to sign. Teach-
ers receiving 75 percent class participation on the home energy audit homework assign-
ment would be eligible for a $30 gift certificate for educational materials.
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To kick off the first part . 1
of this initiative Gover- FIGURE 8. Kids Flex Your Power Energy Challenge The Kids’ Flex

nor Davis on May 8,

2001, sent a letter td"% MLCAL— Your Power

5" and &" grade Califor- S e o Thelids' Energy

nia teachers, urging then _.‘.:":’;;:.:.'.r.:.::'::,,,w , E (/] 29 Cha/[enge

to use the Kids’ Flex ey Y v

Your Power Energy
Challenge resource guid
and activity kit in their
classes. Flex Your Powe
focused its outreach
efforts on three main tar-

gets:

1.

Encouraging conservation—in school and at home!

DEAR FAMILY, kit and a

This homowork assignment i port of on energy conservation actiy snife
Kids’ Flex Your Power Energy Challenge. It consists of a Home Energy
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mostat at 68 degrees.
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POWER 6 grade
teachers and

FIND OUT MORE! To read more about how to conserve energy or find out more
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Power Energy s e ncourage nergy comervalon ches students.
Consumer Affairs: 1-866-968-7797

C h al | en g e was - R California Energy Commission: 1-800-555-7794

heater with a water rlex Your Power: This
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.. * Wrap yc
ublicized 970y e

« Fix defective plumbing or dripping faucets—drips ques' ions, and more. ww
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Schools The
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teachers, phone i

calls to princi- —

pals, confer-
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workshops,

newsletter articles (e.g., UTLA and CASBO) and meetings with school superin-
tendents. By May 21, 2001, the campaign had distributed the materialsto all 4
h grade teachers in the State.

The Flex Your Power team followed up the mailings with phone calls to deter-
mine if materials had been received, encourage participation and solicit commit-
ments. A “Fax Back” commitment response form was faxed to all the contacts.
These calls did not ask for a verbal pledge commitment.

Throughout the fall of 2001, the SCSA and Flex Your Power held meetings with
school districts and schools to encourage the use of the Kids’ Flex Your Power
Energy Challenge activity kits. To facilitate outreach, pencils and book covers
promoting the activity kits were distributed at workshops, conferences and
teacher trainings.

Science CentersThe campaign partnered with the seven Science Centers in the
State to use the Kids’ Flex Your Power Energy Challenge as part of their summer
program. The centers were California Science Center in Los Angeles, The
Exploratorium in San Francisco, Chabot Science Center in Oakland, Discovery
Science Center in Santa Ana, Lawrence Hall of Science in Berkeley, Reuben
Fleet Science Center in San Diego and The Tech Museum of Innovation in San
Jose. The Science Centers were provided with compact fluorescent light (CFL)
bulbs to distribute to the parents of children who completed a home energy audit.

Boys and Girls Clubs The campaign also partnered with the Boys and Girls
Clubs in the State on the Kids Flex Your Power Energy Challenge.

& included an
Cllallﬁll(,le energy activity

resource guide
ey s e e i s th gth
%E%F&T&TSSF};‘?Zﬁ:":?;’i',i‘zf"”"”"""‘“ Flex . for 4™, 5" and
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In June 2001, the SCSA began developing further options for expending the roughly $5
million allocated for energy education in schools. The first action was to develop a corre-
spondence and phone contact outreach plan for year-round schools, focusing on class-
rooms able to participate during the summer of 2001. The Flex Your Power campaign
made personalized calls to the principals and/or school districi‘éﬁ)‘f‘grade schools

that were in session during the summer.

Part 2

The second part of the Energy Education in Schools Initiative was designed to become a
more comprehensive program that could reach a wider audience. Flex Your Power had
these goals for all grades:

« Implement energy-saving practices at home and school.

- Develop an energy compendium that teachers could use to effectively integrate
energy curricula into their classroom lessons.

Planning for the 2001/02 school year programs began in the summer of 2001. The SCSA
and Flex Your Power conducted several listening sessions to assist them in developing a
more comprehensive energy education program. Efforts included:

«  Talks with teachers,

»  Creation of a public/private sector education working group,

« Meetings with the Secretary for Education and all the major education groups in
the State,

» Attendance at school organization conferences, and

- Outreach to legislators, principals, school superintendents, county offices of edu-
cation, utilities and other energy groups about the education program.
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The SCSA and Flex Your
Power’s collaboration

FIGURE 9. Energy Education Grant Flyer

with the superintendent

and representatives in
school districts through-
out the State, state and
federal agencies, utilities
science centers and mof
than 40 professional ang
educational associations
and organizations
resulted in the develop-
ment of a broad range o
program activities:

1. Energy Educa-
tion Grant Pro-
gram: The
SCSA allocated
$1 million to
implement an
Energy Educa-
tion Grant Pro-
gram for
teachers. The

Education Grants
wr Jeachely

California K-12 teachers can receive grants up te $3,000 to support
innovative projects to teach energy conservation and efficiency to
their students under a new $1 million grant program being

administered by the State and Consumer Services Agency (SCSA).

The Energy Education Grant program is designed to allow different
types of teachers — art, science, math, English, history, drama,
and others — to develop creative approaches to teach energy
conservation and efficiency lessons to students. Funded projects
might include school energy patrols, energy conservation murals,

home energy audits, and theatrical presentations.

Teachers can download an Energy Education Grant Application at
D=/ wWwW.Sesa.ca. Gov or BEpS/wwWW.{lexyourpower.ca.qov, or can contact
Claudie Kiti at $16/451-8792 to cbtain a copy of the application
and grant requirements. Applications will be reviewed and awarded

on an on-geing basis, but must be received no later than

December 1, 2001.
ey
-ﬂ.‘l‘r

|
Grants of up to
$6,000 were
awarded for
artists to work
on energy-
conservation-
related projects
with teachers
and students in
K-12 schools.

program pro- NN

vided Califor-

nia K-12 teachers with the opportunity to receive grants of up to $3,000 to
support innovative projects to teach energy conservation and efficiency to their
students. The grant application was posted on 10 websites, including
www.scsa.ca.gowww.flexyourpower.ca.gg\California Teachers Association,
California Science Center and the Office of the Secretary of Education. A flyer
was developed announcing the teacher grants for the legislators to distribute at
Back-to-School Nights. Workshops were also used to promote the grant pro-
grams.

California Arts Council School Energy Conservation Program The SCSA
collaborated with the California Arts Council to fund the Energy Education
Through Arts grant program, which presented an opportunity for artists in vari-
ous disciplines — visual arts, theater, dance, music, literature and media arts —
to develop creative approaches to teaching energy conservation and efficiency.
Grants of up to $6,000 were awarded for artists to work with teachers and stu-
dents in K-12 schools. Each grant also included a public display component, such
as a staged performance, mural painting, poetry reading, video screening, touring
exhibit or Internet art gallery. The Council also held an energy art poster contest
for kids. Winning posters were hand delivered to all members of the Legislature
and became a part of a larger poster hanging in state buildings.

Innovative Energy Education Grant Program: The SCSA allocated $1.8 mil-
lion to implement a grant program for public and private organizations, as well as
nonprofits.
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to $200,000 for larger
scale innovative projects|
and activities that teach
school children about
energy conservation and
efficiency. Eligible
projects included creat-
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FIGURE 10. Innovative Energy Education Grant Flyer

Innovative Fner
Y
Education Grants

California schools, local governments, public, private, non-profit, and
other organizations have the opportunity to receive grants from
$25,000 to $200,000 for innovative projects and activities that teach
school children about energy conservation and efficiency through
a new $1.75 million grant program being administered by the State
and Consumer Services Agency (SCSA).

The Innovative Energy Education Grants are intended to support large-
scale projects with creative approaches to teaching energy conservation
and efficiency to children in grades K through 12. Eligible projects
might include creating web and other technology programs, conducting
science-based energy conservation experiments, designing and holding
an assembly program for an entire school district, constructing a traveling
exhibit, conducting teacher training workshops, painting energy

conservation murals, or organizing public community outreach activities.

pplications and guidelines for the Innovative Energy Education Grants
can be downloaded at www.scsa.ca.ov or www.flexyourpower.ca.goy. Grant
applications will be reviewed and awarded on an on-going basis, but

must be received no later than January 15, 2002. For more information,

please contact Claudie Kiti by phone at 916/651-8792 or by email at
Igrants@scsa.ca.qgov.

reac_hlng out to the com- e B2y
munity. = POWER

4. Central Valley Schools Energy Efficiency ProgramCentral Valley districts
undertook a comprehensive energy education, teacher training and facility
improvement effort. The program provided technical assistance to help school
districts develop energy conservation projects that increased school site energy
efficiency. Recently, the SCSA was awarded $4.4 million from the CPUC to
expand this Central Valley initiative. With this new funding, SCSA anticipates
that it will reach up to 50 school districts during the next two years.

5. K-3 School Assembly ProgramThe SCSA allocated $75,000 to finance a part-
nership with the Department of Conservation to integrate a round of energy con-
servation questions into an existing Recycle Rex School Assembly Program — a
fun-filled game show format for K-3 students that included prizes, student partic-
ipation and an appearance by the other purple dinosaur, “Recycle Rex.”

6. California Association of Student Councils (CASC)CASC, a student leader-

ship group that works with elementary, middle and high school student councils
throughout the State, adopted energy conservation as a central policy focus and
incorporated the message in its student leadership workshops and activities. This
included expanding school outreach efforts, developing a mini-grant program for
student councils to develop energy conservation activities at their school site and
increasing the number of student leadership training seminars on energy conser-
vation.

7. California Science Center The SCSA partnered with the California Science
Center in Los Angeles to develop a comprehensive energy conservation program,
including energy conservation exhibits, a summer science program, an energy
conservation school outreach program that reaches up to 250 students at a time
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and an energy conservation exhibit that will travel to other science centers in i —
gtate. An esrt]imated 1.3 million per?ple a year, most of whomhare crr:ildrerrw] and yWore than 4,100
ents, visit the Science Center. This program is continuing throughout the 200,
03 school year. Féacher S
received Energy

8. C?Iigom:ca Boys & Girls C(Ijubs: ThedSCSIA partnered with the Boys & Girls | Hero Awards for

Clubs of America to coordinate and implement an energy program to a select .

group of 15 clubs in five regions of the State — Los Angeles, San Francisco, S%gammg 75

ramento, San Diego and Fresno. The clubs developed an energy conservatiof€rcent class

program for their members that included basic energy education, peer—to—peerpartjcjpatjgn on

training, community and family outreach, creative projects, regional conferenczﬁe Kids’ Flex

and community events. This California model is being used as a national model

for other Boys & Girls Clubs around the country. Your Power

_ Energy
9. Alliance to Save Energy (ASE) Green Schools Prograrithe SCSA partnered hallenage
with the ASE to increase the number of school districts implementing the Greeg g .
Schools Program in the State. Green Schools is a highly successful, holistic €nergy audit
energy conservation program that has been implemented in numerous cities gheymework
school districts throughout the nation. aSSIgnment.

10. Outreach to School Districts

-San Diego Unified School District (SDUSD) is the second largest district in Cal-
ifornia and the eighth largest urban district in the United States. San Diego
was the first region in California to experience the price increases associated
with the energy crisis. As a result, the SDUSD implemented a number of
energy conservation and efficiency activities at its facilities, including

ENERGY STAR® benchmarking and retrofit projects.

-The Riverside/San Bernardino Energy Education and Conservation Incentive
Program consisted of a full range of energy education and efficiency activi-
ties to promote energy conservation within seven school districts in River-
side and San Bernardino counties and provided technical assistance to these
school districts as well as other programs. Activities associated with this pro-
gram included disseminating energy education curriculum, conducting
teacher trainings and providing technical assistance to schools on specific
energy retrofit projects.

Results

Kids’ Flex Your Power Energy Challenge By May 21, 2001, the campaign had dis-
tributed the materials to ali’4 6™ grade teachers in the State. Approximately 135,000
students/households throughout California completed a home energy audit homework
assignment included in the activity kit. More than 4,100 teachers received Energy Hero
Awards for attaining 75 percent class participation on the energy audit homework
assignment. Secretary Adams of the SCSA sent an acknowledgement letter to all par-
ticipating teachers and schools.

Boys and Girls Clubs In early August, 917 activity kits were mailed to roughly 200
clubs throughout the State.

Energy Education Grant Program: SCSA awarded 210 energy education grants to
schools in 31 counties. Funded projects included science exhibits, energy conservation
murals, science experiments, energy audits, field trips, professional development and
energy patrols.
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= California Arts Council School Energy Conservation Program Twenty-four
projects were funded in 15 counties, reaching an estimated 8,000 students and teach-
ers.

= Innovative Energy Education Grant Program: Most of the eight funded projects
were regional and multi-county in focus and have the potential to reach up to an esti-
mated 2 million K-12 students and 24,000 teachers and community members.

= K-3 School Assembly ProgramThe Recycle Rex Assembly Program visited 850
teachers and more than 18,000 K-3 students at 68 schools in 12 counties during the
2001/02 school year with the message, “Recycling Saves Energy.”

= California Association of Student Councils (CASC)To date, CASC has convened
20 energy workshops, training more than 3,000 student leaders. Through the mini-
grant program, the SCSA awarded 26 grants to schools in 16 different counties across
the state.

= Alliance to Save Energy (ASE) Green Schools Progranthe SCSA funded activi-
ties in more than 20 schools in about 10 school districts, with more programs still to
come. By using energy audits, energy patrols, classroom projects and facility operator
training, the Green Schools Program achieved between 10 and 15 percent energy sav-
ings on average at the schools where it was implemented.

Initiati ve #6: NPOs/CBOs

Flex Your Power conducted a vigorous outreach campaign to approximately 30,000 non-
profit organizations (NPOs) and community-based organizations (CBOs) across the State
and challenged them to commit to a 20 percent reduction in energy consumption; specific
measures to cut energy use both immediately and long-term; and to communicate an
energy conservation message/pledge to their millions of members. The initiative targeted
NPOs that had annual budgets of $25,000 or more in the health, education, social/human
services, associations, unions, arts, environmental and public/social benefit sectors. Target
groups included a wide spectrum of organizations, such as the Asian Pacific American
Legal Center, Boys and Girls Club, California Interfaith Power and Light, CALPIRG,
League of California Homeowners and the Inter-Tribal Council of California. Flex Your
Power also partnered with the California Association of Nonprofits (CAN) to encourage
these groups to educate their members and communities on energy conservation and to
convince them to reduce energy use by 20 percent in their homes.
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FIGURE 11. NPO/CBO Declaration of Action

LARATION OF ACTION

We, leaders of the nonprofit
community of California are:
CONCERMED about the severe economic and personal impact

that the energy crisis has had and continues to have on the
people of Califomia

AWARE of the need for immediate action by all electricity
sers to conserve power, especially during the difficalt summer
menths aheach

RECOGNIZING that electricity supply will be tightly constrained
for the next several years;

CONVINCED that energy efficiency and cost-effective investment
can reduce short and long-term electrical demand;

MINDFUL of the role of the nonprofit commmnity in demon-
strating leaclership, educating and inspiring the public, and
resalved to address serious social challenges.

DETERMINED touse all means at our disposal. through our
own eperations and the important role we play in educating
the people we serve, to reduce our electricity use as an
immediate step toward solving our energy concems while
still maintaining productivity

DO HEREEY COMMIT DURSELVES to the following course
of action:

TO ACHIEVE COLLECTIVELY an overall 20 percent reduction in
energy use as compared to the same period last summer Sach
conservation and efficiency measures will focus on our operations
and the education of our directors, members, staff and the public
weserve by taking some or all of the following seps:

1. SET THERMOSTATS in hot weather for ncaupied space in our
<comtrol 0 no cooler than 78 degrees Fahrenbieit during normal
heurs of operation through October and during cold weather

o warmer than &8 degrees;

2. REDUCE LIGHTING LEVELS by 25 percent as an initial step
and further reducing lighting levels by an additional 25 percent
upon the declaration of a Stage 11 emergency;

3. CLOSE BLINDS AND SHADES in situations where windows
contribute to indoor temperatures and where cutsi de light is
not reqired;

4 TURN OFF AND UNPLUG all office, kitchen and other
equipment when not actively in use; and

5. CONSIDER and APPLY 1s ap propriate those additional
measures detailed in the list attached to this declaration.

6. CONDUCT OUTREACH TO CIRCULATE THE “SAVE EMERGY
PLEDGE" to all directors, members, staff and the public we
serve for their signature and submittal to Flex Your Power,

Encourage our community to take immediate action throngh
every available op portnity inchiding: send a Flex Your Power
email alert; inchide Flex Your Power pledge text in our next
newsletter; mail Flex Your Power postcards andéor inchacle the
Flex Your Power plecige text on our website.

WE RESOLVE 1o take the above steps wahintarily both as an
impertant, measurable step in reducing slectricity demand
in this state and as a demonstration of commitment and
leadlership to the citizens of Califomia

Furthermore, we:

ENCOURAGE AND INVITE all other nonprofit arganizations
aleng with their directors, members, staff and the public they
serve in the state to make this same commitment to clo their
partin reducing the state's demand for electricity, and

ARE CONVINCED that by taking the lead and working together

in this manner, the nonprofit community can make a significant
contribution to helping California safely through this crisis,

In May 2001 Flex Your
Power worked with CAN
to develop a Declaration
of Action for nonprofit
energy conservation
modeled after the CEO
Declaration. The mailing
included this Declara-
tion of Action, a letter
from key CBOs, a signa-
ture response page, sam-
ple text to create an e-
mail message to mem-
bers and a “Save Energy
Pledge” to add to the
organization’s website or
(also used in the Local
Government Initiative) to
add to a newsletter.

Flex Your Power
recruited CBOs by phone
during the month lead-
ing up to the mailings
and then made follow-up
calls to ensure that CBOs
received the materials

|
A total of 545
nonprofit
organizations
pledged to cut
energy use by
20 percent and
approximately
16,000
individuals
matched those
pledges.

and to encourage them to return the response form. The phone calls targeted the largest
energy users and organizations with the broadest reach in their community. Phone conver-
sations enabled Flex Your Power to answer questions, clarify concerns and provide further
conservation tips.

For the CBOs that sent in a signature response form, the Flex Your Power team helped the
organizations establish a public outreach plan. Flex Your Power encouraged the organiza-
tions to circulate the Save Energy Pledge to the public by:

I Including the pledge in an upcoming newsletter

] Conducting a viral e-mail marketing campaign to direct individuals to the Flex Your
Power website to sign the pledge online

L] Including information on their website to direct individuals to the Flex Your Power
website to sign the pledge online

] Petitioning events
I Convening rallies

L] Including the postcard pledge in an existing mailing, distributing it door-to-door, or dis-
tributing it at events.
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The “Light
Brigade”
distributed
more than 1.9
million light
bulbs to 475,000
residences in all
58 counties of
the State and
delivered 1.4
million Flex
Your Power
energy-saving
tips brochures
to more than
700,000
residences.

Results

FIGURE 12. NPO/CBO Signature Response Form

A total of 566 NPOs

pledged to cut energy use
by 20 percent and
approximately 16,000
individuals matched
those pledges. Flex Your
Power estimated that
with the help of nonprof-
its and community-based
organizations, the cam-
paign reached approxi-
mately 2.2 million state

QYES DINO My name and organi
QYES QN My
af Action in print
QYES ONO My
and engage my con:

Name Fe
residents with educa-

T Emal tional information about

g vy Commervaion Coma o energy conservation and
efficiency.

Address Energy Conservation Contact Email

Gity, State, Zip Code Energy Canservation Canltact Telephane In addltlon to Spreadlng
the energy conservation

Telephane Energy Conservation Contact Fax

message to its members
through newsletters,
websites and e-mails,
—_ many NPOs/CBOs took
steps to reduce energy

Signatsere Box - Please provide a reproducible signature in pen in the center of the box.

use in their facilities:

TheAmerican Lung Associationoffices reduced its electricity use by as much
as 25 percent. The Central California affiliate adopted a four-day work week
through September, which resulted in a 44 percent decrease in electricity con-
sumption in just one month. The Santa Clara/San Benito affiliate used fans
throughout its office. Energy-saving light bulbs and conservation information
were distributed at American Lung Association of California board meetings.

TheArts Council of Placer County placed Flex Your Power messages in its bi-
monthly newsletter and posted notes on gallery lights declaring, “Lights are off to
conserve. If you are here to see the artwork, we will be happy to shed more light
on the subjects.”

TheAsian Pacific American Legal Centelincluded the Save Energy Pledge in

its newsletter, which reaches 3,000 people. The center received an Electric Trust
Administrative Community Grant to address energy conservation and blackout
preparation in Asian Pacific Islander communities.

TheInter-Tribal Council of California provides community resources informa-
tion to Native Americans statewide. A Flex Your Power message was inserted into
August's newsletter, which was sent to 112 tribes statewide, reaching out to
approximately 150,000 Native Americans. Inter-Tribal Council staff set thermo-
stats at 78 degrees F, turned off lights and vents in all unoccupied office rooms
and turned off all office machines when not in use. Break-room machines and
refrigerators were either turned off when not in use or their thermostats were
raised.

Mercy Housing California, which develops low-income housing, reached out to
1,000 tenants/residents in the Sacramento area via newsletters with the Flex Your
Power conservation message; cut energy use 34 percent by changing summer
office hours to 6:30 a.m.-3:30 p.m.; turned off half of all the lights in the office;
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kept the thermostat at 78 degrees F; and made sure that office equipment wa - — — S
“save energy” mode when not in use. Mercy Housing qualified for a 20/20 rebafghe Agricu/ture
and with another tenant, cut energy use 32 percent in its entire building. Action Initiative

» Visalia Emergency Aidprovides food and cash assistance to low-income resi- _. d to hel
dents of Tulare County. The organization conserved energy by changing of'I‘icea”.n_e o neip
hours from 8 a.m.-5 p.m. to 7 a.m.-4 p.m. and by using air conditioning after 1agr/culture

p.m. only. businesses

Initiati ve #7: “Light Brigade” /ea_m how to
shift loads off-

Through Assembly Bill (AB) 29X, the Governor and Legislature instructed the California
Conservation Corps (CCC) to use $20 million for the Mobile Efficiency “Light Brigade” P€ak and to
to deliver high-efficiency lighting to low-income residents by August 31, 2001. determine

Starting in March, the CCC conducted several planning and strategy meetings with FIe?J'”t‘:'lb_le

Your Power and several other partners (Department of Community Services and Deve[ﬁf-l‘OfltS and
ment, State and Consumer Services Agency and 11 local corps) and interested partiegiog//able
determine the most cost-effective action plan. The task force decided that door-to-door, .

delivery of CFLs in low-income neighborhoods would provide the fastest payback. Thefundmg fOI‘_
Department of Community Services and Development (CSD) used census and demo-Such retrofits.
graphic data to help identify and locate the low-income populations in the State. The result

of the planning was the “Light Brigade” program, a 17-week door-to-door walk in low-

income neighborhoods throughout the State to provide home energy audit education,

rebate information and compact fluorescent light bulbs (CFLSs).

The CCC conducted one-day training sessions for at least one staff person in each CCC
district and local corps, who then trained corpsmembers and other staff from their own
organization.

Flex Your Power coordinated printing of brochures, media and public information.

On May 19, 2001, Governor Davis in Los Angeles announced the kick off of the “Light
Brigade.” Between May and August 2001, more than 1,100 California Conservation Corps
(CCC) members from every service district and 11 local corps mobilized to distribute
energy-efficient light bulbs and educational material to low-income families. After areas
were designated and maps and printouts of streets distributed, trained crews consisting of
two corpsmembers per home walked door-to-door with a script.

For residents who answered the door, the crews shared information about energy conser-
vation and how using CFL bulbs would save money and energy. The crews offered each
home four CFLs and two educational brochures containing general information about the
CCC, energy conservation tips and information about CFL bulbs. The brochures were
printed in English and Spanish. Where no one answered the door, crews left brochures and
a door hanger with general energy-saving information.

Flex Your Power worked to ensure coordination between the CCC and local governments.
Each week, the CCC sent Flex Your Power a list of cities and neighborhoods that the
“Light Brigade” was planning to visit. Flex Your Power worked with the League of Cali-
fornia Cities (LCC), California State Association of Counties (CSAC) and California Spe-
cial Districts Association (CSDA) to post the information on their websites to give their
cities, counties or special districts “advance warning” of the “Light Brigade” in their com-
munity. Flex Your Power’s coordinating efforts gave the county or city manager and
elected officials the opportunity to join the “Light Brigade.”
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|
Flex Your Power
formed
partnerships
with agricultural
organizations
and agricultural
businesses to
disseminate
information on
funding for
energy
efficiency
programs.

Results

Under the “Light Brigade” Initiative, the CCC and local corps mobilized more than 1,100
corpsmembers from 29 offices to distribute energy-efficient light bulbs and educational
material to low-income families. Corpsmembers walked 7,300 miles distributing more
than 1.9 million light bulbs to 475,000 residences in all 58 counties of the State and deliv-
ered 1.4 million Flex Your Power energy-saving tips brochures to more than 700,000 resi-
dences.

The CCC projected the following savings based on the accomplishments of the “Light Bri-
gade™
« Homeowners using the energy-efficient bulbs reduced peak electricity demand by
approximately 121 MW — the equivalent of the energy consumption of 90,000
residences.
« CFL recipients saved a total of more than 134 million kilowatt hours per year and
will save a total of more than $17 million on their electricity bills each year.
e The savings of $17 million per year will pay back the cost of purchasing and dis-
tributing the CFLs ($19 million) in approximately 12 months.

- With the bulbs having an average lifespan of six years, the cost of the project
($19 million) will generate more than $102 million in total electricity savings.

Initiati ve #8:Agricultur e Action

Flex Your Power challenged agricultural producers, processors and irrigators to pledge
their support to this statewide effort and cut their energy consumption by improving agri-
cultural pumping efficiency and agricultural processing efficiency through operational
changes and retrofits. Flex Your Power designed the Agriculture Action Initiative to help
agriculture businesses learn how to shift loads off-peak and to determine what retrofits
would be most suitable and take advantage of available funding for such retrofits. SB 5X
appropriated $83.6 million to the CEC to provide grants to the agricultural industry to
install energy-efficient hardware and other efficiency mechanisms to reduce peak electric-
ity load demands. Nearly $75 million of that money was made available to help agricul-
tural producers and processors reduce peak electricity use through the “Harvest the
Rewards” Agriculture Peak-Load Reduction Program. Funds could be used to:

- Offset the costs of testing pumps and retrofitting or replacing pumps to increase
efficiency.

«  Modify motors in dairy milking barns.

« Add insulation to wine storage tanks or cold storage units.

- Automate control systems.

- Purchase and install advanced metering equipment to improve load management.

A long-term energy efficiency and conservation plan was developed with specific goals,
including improving the efficiency of agricultural pumping, reducing megawatts at peak
hours, repairing leaks in irrigation delivery systems and challenging the industry to imple-
ment “Agriculture’s Energy Efficiency and Efficient Water Management Best Practices.”
In April 2001, Flex Your Power’s proposed agricultural initiative called for the following
steps:

] Provide and support technical training and outreach programs.

] Encourage and support energy efficiency in crop irrigation at the industry and farm
level.
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[ Identify and support conjunctive management of surface and groundwater supplie.S/—
Flex Your Power,

the governor

[ Identify and support opportunities for peak-load shifting and efficiency by irrigators. &1d the leaders

of the seven big
] Identify and support opportunities for peak-load shifting and efficiency by processor§tatewide water

[ Support pump testing and retrofitting.

[ Identify and implement energy conservation measures on daities and other animal @sSociations

operations. sent out a joint

] Participate in the Water Awareness Month (May) activities to include the water and l_etter Cha”eng B

linked energy messages. ing 1,130 water
districts

] Develop strategy for early notification of Stage 2 and Stage 3 alerts. statewide to
[ Participate in the “Flex Your Power” public education campaign. The agriculture confPfomote the
munity was asked to distribute energy conservation and efficiency messages and maten'q»@ssage that
in industry newsletters and communications. saving water

Flex Your Power formed partnerships with agricultural organizations and agricultural budlso saves
nesses to disseminate information on funding for energy efficiency programs and to energy.
develop training programs on load shifting related to water pumping and processing. Flex

Your Power developed supportive alliances with organizations including: the University of
California Cooperative Extension Services, the U.S. Bureau of Reclamation, The Natural
Resources Conservation Services, the Resource Conservation Districts, the Department of
Water Resources Water Use Efficiency Office (including DWR local workshops and

mobile labs), CalPoly, California State University - Fresno, County Agriculture Commis-

sioners and the California Department of Food & Agriculture. Additional outreach was
coordinated with: county farm bureaus, cooperative extensions, the Western Growers
Association, the FFA, the Fresno Chamber of Commerce Ag/Water Committee, Fresno

EDC, the Ag Commissioner Offices, the California Women for Agriculture, the Western

Dairy Association and Ag-One/CSU Fresno School of Ag, Greenhouse & Nursery Grower
Organizations.

Flex Your Power recruited energy coordinators from agricultural businesses in the same
manner and with the same materials the CEO business initiative used to contact non-agri-
cultural businesses. Through the energy coordinator, Flex Your Power established a com-
munication to the agricultural business and was able to notify the community of any
agricultural specific programs and rebates. Staff members made follow-up calls as new
agricultural or applicable business rebate programs were rolled out. Such programs
included: the CEC's Harvest the Rewards and Energy in Agriculture Program; Cool Sav-
ings — Cool Roofs Program — Efficiency program; Cool Savings — Solar Shade Screen
— Efficiency program; Real Time Meters Program; and the 20/20 Rebate.

Additionally, the Department of Water Resources (DWR) Office of Water Use Efficiency
conducted outreach activities that included: helped with mobile irrigation laboratories;
participated with the California Rural Water Association to present workshops related to
rural water conservation, irrigation and financial assistance; partnered with the University
of California Cooperative Extension to conduct workshops on irrigation scheduling; wrote
and printed publications and articles on water efficiency issues; and used their websites to
educate the agricultural community on water/energy conservation.
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Flex Your Power
stayed in touch
with water/
energy
coordinators on
a regular basis
to pass on new
information,
answer
questions and
share
successful
water/energy
conservation
stories from
water agencies
around the
State.

Other organizations, through partnerships with the CEC, helped the State reach the agri-
cultural community. The University of California at Davis conducted roughly 15 educa-
tional/training workshops for agriculture under a contract ($22,500) with the CEC. The
Center for Irrigation Technology (CIT), under the CEC'’s contract for Agricultural Peak
Load Reduction, spent $1.5 million to conduct more than 6,000 pump tests (average cost
per test was $250) during 2001 and 2002. CIT also began an On-farm Drainage Reduction
Program, which called for workshops/training for on-farm drainage, and made energy
conservation the theme at their annual conference.

Results

Flex Your Power sent out 53,000 brochures with basic information on funding programs
to: county farm bureaus (15,000); trade shows and events (3,000); agricultural energy and
irrigation organizations (10,000); education events (5,000); and additional agricultural
groups (20,000). Approximately the same number of bilingual educational brochures on
time metric and other irrigation-specific savings for irrigators were distributed through the
same channels.

Initiati ve #9: Sae Water — Save Enemy

The Save Water — Save Energy Initiative was a joint effort between the State and both
public and private water agencies to maximize conservation of water and energy state-
wide. More than 7 percent of California’s energy use is consumed by transporting and
pumping water alone. The idea, therefore, was to promote a new conservation message
that saving water also saves energy — and as a result, to increase customer and water
agency participation in efficiency programs.

A series of state-sponsored regional meetings were held in May with water districts

around the State to discuss energy/water issues. The meetings focused primarily on black-
out contingency plans and measures to ensure reliable delivery of safe, cleaffteater

the regional meetings, Flex Your Power met frequently with the DWR and seven statewide
water associations that represent those water districts:

« Association of California Water Agencies (ACWA) (more than 400 members,
urban and rural)

« California Urban Water Conservation Council (160 urban water agencies)

«  California Urban Water Agencies (10 biggest members)

- California Water Association (43 members, private retailers)

- California Municipal Utilities Association (48 members, water/energy utilities)

- California Rural Water Association (500 rural water agencies)

« California Association of Sanitation Agencies (90 wastewater agencies)
Together, these groups developed an initial packet for water and wastewater agencies that
included a challenge letter from the governor, a five-point energy plan pledge, a water/

energy coordinator form and a summary of the initiative. The letter and five-point plan
asked water agencies to agree to:

] Appoint a water/energy conservation coordinator.
[] Take steps to maximize energy efficiency in their buildings.

L] Coordinate with local utilities, appliance manufacturers and small businesses to pro-
mote the purchase of water and energy-efficient appliances.
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] Conduct a general public education campaign to promote the “Save Water — Save S —
Energy” message. Tailor Flex Your Power materials and use some state public educatifihe Save Water

materials (lobby signs, brochures). Offer free energy/water audits.

— Save Energy

[J Work with local schools, community-based organizations, small businesses and thelnitiative
California Conservation Corps (CCC) to promote energy and water conservation. secured 261

FIGURE 13. Save Water — Save Energy Letter

Flex v
your L

PowER

NI N o
---;@ CRrwA H & M

@

August 6, 2001

Too  General Managers of Water and Wastewater Agencies
RE:  Energy Conservation Pledge

Flex Your Power is a major stal e public education effort intended to reach
all Californians with the messa nergy conservation and efficiency. As
part of this campaign, the State ummu. and the organizations identi fied
above are writing to water and wastewater agencies to first thank you for your
previous conservation efforts and «-n:nd sk for v tinued cooperation
in implementing water and energy conservation and ¢ cheney mans e in
your facilities and through the communities you serve. Your efforts have
resulted in substantial reductions in electricity use and have assisted the State
in making it |hruu|,‘n the d:l{wu]: winter, spring and carly summier months. We
applaud your efforts. Now that we are heading into the hotter months of
August and September, we must keep this successful momentum going.

We also appreciate the interest that many of you demonstrated earlier this
spring by participating in our series of Water and Energy Regional Forums held
throughout the state. Your innovative ideas on blackout continge ency planning
and emergency prep parcdness laid the g for the

now in place.

Building on that success, we are now encouraging all water and wastewater
agencies o take the next step to increase both energy and watter conservation
efforts. As you well know, saving water also saves en
especiaily mportant thin year—the firet dry yete in severs yoars. We hope
work closely with you to promote the Save Water-Save Encrgy message both
within your agencies and with your Ily, we you
to pledge to implement water and energy conservation measures with the gaal
of achieving up to a 15% reduction in energy use compared to this time last
year, We -\r:- ) ENCOUTARE YOu 0 engage your customiers in this effort through
tar ul‘lu.l |\u!>‘h\ outreach and with and
community based organizations, schools, and small businesses

ome of you may have already been contacted by the State regarding this
state cwide energy conservation effort, Since Flex Your Power is reaching out to
all C; all locy = wie may have already

tacted you with this - 1f you have already made your pledge
and an energy d . itis not to do so again.
However, for those that have not done so already, we ask that you sign the

At the same time, Flex Water/_energy
Your Power identified the  coordinators

audience for the initia- from water and
tive. The final list totaled

1,130 names from all WaSteV_Vater
major water supply dis-  agenciles to

tricts, other municipal commit to
utility districts that also

provide water to their reducmg energy

customers and sanitation USe by 15
agencies statewide. The percent in their
campaign also worked ey

with the associations and facilities.
the DWR to develop an

extensive water/energy

coordinator information

packet, modeled after the

one created for the

Energy-Efficient Com-

munities/Local Govern-

ment Initiative. The

packet included a cover

letter, information on

how the water district

could get involved and a

public education materi-

als order form.

Flex Your Power recruited the participation of water agencies. Those who returned pledge
and water/energy coordinator forms were mailed an information packet. The mailing was
followed up with phone calls, during which Flex Your Power assessed the needs of each
water/wastewater agency; walked coordinators through worksheet materials in the infor-
mation packet; and pointed water agencies to the Acwanet.com wehsiteaCwa-
net.com/co-op/fiancial.aspfor comprehensive information on financial incentive

programs offered by the CEC, utility companies and other state agencies. Flex Your Power
encouraged coordinators to get free water and wastewater facility retrofit manuals from the
CEC's “Energy-Water Connection” program or by e-mailing an order to the State’s Peak
Load Reduction program. Flex Your Power continued to call agencies that had not turned
in an energy coordinator form to encourage them to participate

Flex Your Power stayed in touch with the water/energy coordinators on a regular basis
through e-mail and phone to pass on new information, answer questions on conservation
and efficiency and point them in the direction of experts for more technical assistance.
Flex Your Power asked agencies about conservation and efficiency projects that they had
already implemented and that had resulted in energy savings. Periodically, Flex Your
Power sent e-mail updates to share successful water/energy conservation stories from
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Water agency
success stories
include Hum-
boldt Bay
Municipal Water
District, which
replaced aging
water pumps
with energy-
efficient pumps
— and realized
a 54 percent
reduction in
July 2001.

FIGURE 14. Save Water — Save Energy Tips

TIPS TO SAVE WATER AND ENERGY AT HOME

Every gallon of water you save helps conserve energy and cuts your water and energy bills

USE APPLIAMCES AFTER 7 RI.
Use large appliances, such as washing machines ane dishwashers, after peak hours, And make sure your dishwasher
or clathes washer is full before anning a |oar

SAVE WATER OUTDOORS.

Lower the amount of water you use when you wash the car by twming off the hoss, using a bucket for the wash,
and daing a quick rinse. Save electricity and water by watering your garden or lawn during the nightime or eary
morning hears. Also, use automated sprinklers and drip systems, et them o accommadate the weather, and consider
plants that de not require |ats of water.

TURN OFF YOUR TAR

Hot water uses lots of energy. Take a shower instead of a bath (a baih uses about 42 gallons of water, while a
S-minuie shower uses only about 16 gallons) wrn off the ap when you shave saves up to 12 gallons; and dont
forget to um off the tap when you brush your 1eeth (saves up to 5 gallons of water.

REPAIR LEAKY TOILETS AND FAUCETS.

In one year, a leaky toilet wastes over 22,000 gallons of water. A leak in the sink of just a single drop per second
wastes an additicnal 2,400 gallons each year. Repairing leaks is an easy, do-it-yourseli way to save thousands of
gallons af water and lower your water bill,

INSTALL WATER-EFFICIENT FIXTURES.

Put in waler-efiicient toilets and for each tailet fixture replaced you can save an average of $130 per year on yaur
water and sewer bills. By installing a water-efficient shewerhead, you can save even mare!

REPLACE YOUR OLD APPLIANCES.

Send your old o athes washer and dishwasher inte early retirement. New ENIRGY STAR® labeled appliances use 50%
less energy and 40% less water than standard medels. Ffficient clothes washers alone use less than half the energy of
oleler modets and save 20-30 gallons of water per loacl, Check your local stores or call your energy or water uiilities foe
sreat rebates that can also save you money when you buy one of these newer madels. Visit the Flex Your Power web site
i flexyourpower.ca.gow) or call, wll-iree, 1-866-YOURMWR (968-7797) for more information cn financial incentives,

OTHER EASY ACTIONS YOU CAN TAKE TO SAVE ENERGY NOW

USE ONE REFRIGERATOR INSTEAD OF TWO.
You can save $150 a year just by unplugging your second refrigeratar and recycling it.

ADJUST YOUR THERMOSTAT DIAL AND TURN UP ENERGY SAVINGS.
Set your thermestat o keep air conditionirg at 78° Fwhen it's hot ouside, and your heating system at 68° F when it's
cold. This simple step can help save up 1o 20% in heating and coaling costs,

DON'T LIGHT AN EMPTY ROOM. Flex
Compact fluorescent bulbs save a lat. Turning out the lights saves even more. Tum off computers
and ether electronic equipment like ceiling fans aned stereos when you're not using them ﬁ

P Iy £a. g

around California and news from the State about programs, rebates and the status of the
energy situation.

Flex Your Power identi-
fied and shared policy
tools and programs
undertaken by water
agencies that can be rep-
licated to save energy. All
of the measures below
emphasize the message
that saving water, with all
of the intrinsic benefits
that brings, also saves
energy (pumping/clean-
ing):

-Construct or maintain
energy- and water-effi-
cient water infrastruc-

ture in publicly managed
facilities.

eInstall water-efficient
fixtures or appliances.
-Retrofit metering equip-
ment.

eInternal management
measures such as person-
nel training, administra-

tive agreements or contracts and the creation of a task force, division or position

specific to water conservation.

« Require developers, water agencies, industrial water users and residents to install
or retrofit water meters, install water-efficient fixtures or appliances and use
reclaimed water for irrigation and other nonpotable water uses. Mandates can
include retrofit-upon-sale ordinances, wastewater control ordinances, drought
ordinances and water efficiency requirements for new construction.

- Prohibit businesses, industrial water users and residents from using water for cer-
tain uses or in non-designated areas or during the energy peak-load hours. Such
injunctions can include prohibiting the use of water for landscaping and irriga-
tion, prohibiting water service beyond a boundary (i.e., urban service boundary)

or prohibiting the use of potable water.

«  Offer financial and non-financial incentives to encourage water efficiency, which
can include free water conservation kits, discounts or credits for implementing
water-efficient measures and rebate programs to encourage water-efficient prac-

tices.

- Discourage customers from using excessive water by billing them on a tiered
water rate structure or by having them pay surcharges. In addition, local govern-
ments or water districts can implement a metered billing system according to

sewage use.

As stipulated in the initiative, both Flex Your Power and water and wastewater agency
partners were committed to public outreach and education. This took place in two key
ways:
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Collateral: Flex Your Power distributed Save Water, Save Energy lobby signs
and brochures to all water and wastewater agencies, which in turn spread theBy he/pjng Flex
message to their communities. Your Power
Energy-Efficient Appliances Initiative: (See Initiative #11 below) Through a

letter to the major water and wastewater associations and a calling program, A0 m_Ote

Your Power asked the associations and individual utilities to help promote ~ Appliance
Energy-Efficient Appliance Awareness Week to their members. The awarenessg yareness
week, held August 11-18, 2001, was designed to:

_ . _ Week in August,
-Create energy savings at each retail store level through conservation and effi-
ciency measures, water and
wastewater

-Increase sales ofNERGY STAR® appliances through promotion oflERGY .
Star® appliance rebates offered by energy and water utilities, newspaperag en _CI es
ads and collateral materials promoting the benefitsvaREY Star® appli- contributed to

ances, and the increased
-Raise salesperson awareness of the benefitsard Srar® appliances sale of E NERGY
through sales training materials. STAR®-C]U& lified

Water and wastewater agencies that offered rebates on dishwashers or clothes .
washers were encouraged to communicate with their local retailers prior to théapp/’ances-
event and ensure that retailers were ready to promote agency incentive programs,

and provide Flex Your Power with updated information on their programs so that

they could be listed in Flex Your Power resources.

Results

The Save Water — Save Energy Initiative secured 261 water/energy coordinators from
water and wastewater agencies to commit to reducing energy use by 15 percent in their
facilities, and challenged them to encourage similar action with their customers.

Flex Your Power’s regular communication with water/energy coordinators about different
energy conservation and efficiency policy tools and programs and about rebate, grant and
loan programs offered by the CEC, CPUC and utility companies made it possible for hun-
dreds of water agencies to implement a variety of energy efficiency and conservation pro-
grams. Many water agencies had great success implementing energy conservation and
efficiency measures suggested by Flex Your Power. Many shared their stories. For exam-

ple:

Central Contra Costa Sanitary District (CCCSD), located in Martinez,

installed a modified air inlet to its existing cogeneration gas combustion turbine,
which produces 3,000 kW (90 percent) of the treatment plant power require-
ments. The modified air inlet increased net power production by 200 kW. Despite
renovations CCCSD was able to reduce imported electrical power by 58 percent
in 2001 compared with 2000.

Foothill Municipal Water District , located in La Canada Flintridge, revamped
their energy conservation effort in March 2001 by: incorporating a public out-
reach campaign; working with Foothill Fire Department to coordinate power
conservation with fire fighting efforts during peak summer months; auditing of
all facilities; and CFL retrofits. A June 1 bill showed an energy-use reduction of
15 percent.

Humboldt Bay Municipal Water District , located in Eureka, replaced aging
water pumps with energy-efficient pumps, for a 44 percent reduction in energy
usage during June 2001 and a 54 percent reduction in July 2001.

e /5 e



Chapter 3: Implementation of Flex Your Power Initiatives for 2001

|
Flex Your Power
recruited Home
Depot and other
hardware stores
to help
implement the
Small Business
Initiative.

Moulton Niguel Water District, located in Laguna Niguel, used programmable
logic controllers to control off-peak pumping. This technology enabled 77 district
pumping stations to benefit from lower off-peak utility rates, saving the district
$320,000 each year and reducing its energy bill by 20 percent.

Orange County Water District (OCWD) in Fountain Valley implemented a

number of new projects to reduce energy load and preserve or extend equipment
life. Its efforts paid off: OCWD reduced its total electrical load by 3 percent and
saved 250,000 kW and approximately $35,000 annually. The payback time on the
investments was less than two months. OCWD supplemented its internal conser-
vation plan with a number of innovative public outreach and awareness efforts,
such as a children’s water education festival at Hidden Valley Park in Irvine,
Calif.; the Hotel/Motel Conservation Program; and the Restaurant Conservation
Program.

Paradise Irrigation District in Butte County set out to reduce energy consump-
tion and save money by installing generators, dropping of the grid, utilizing new
clarifying technology and replacing leaks. Paradise also participated in employee
and public awareness campaigns.

Patterson Irrigation District , located in Stanislaus County, reiterated its com-
mitment to reduce energy consumption by at least 8 percent and by 20 percent
during Stage 2 alerts. The District took actions, such as installing control devices
and VFDs and participating in a public outreach effort, that increased energy effi-
ciency by 40 percent and reduced energy consumption by 10-20 percent during
the critical summer months while still meeting its irrigation water obligations to
the family farms it serves.

South Tahoe PUD located in South Lake Tahoe, initiated the Wastewater Sys-
tem Energy Evaluation to demonstrate how operational and process modifica-
tions could be made to lower the demand and energy costs for various facilities
within the wastewater system. The Evaluation highlighted several areas for
improvement including the DO system and pump efficiency. For their efforts,
South Tahoe PUD realized total energy cost savings of $198,975 and energy
usage savings of 2,888,800 kW. Most of the projects were funded with help from
CEC and CPUC rebates and grants.

Vallejo Sanitation and Flood Control District, located in Vallejo, embarked on

five projects in 2001, all of which will result in a projected energy cost savings of
$189,000 and rebates of $737,000. The programs included motor replacements,
lighting retrofits, installation of motion sensors, installation of VFDs and CEC's
generation replacement program. The standby generator replacement project
alone will save the district $168,000 annually.

By helping Flex Your Power promote Appliance Awareness Week in August, water and
wastewater agencies contributed to the increased sakeafk SrAR®-quaIified appli-
ances, which save energy and also save water:

Clothes Washers — 110 percent increase in California compared with a 50 per-
cent increase nationally

Dishwashers — 100 percent increase in California compared with a 50 percent
increase nationally.

With Flex Your Power’s help in developing and distributing collateral, many water and
wastewater agencies were able to launch a public education and awareness campaign.
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- — : |
Phase 3 Announcements: Efficiency, Long-Term The Flex Your

Behavior Change Power team

Initiati ve #10: Small Business canvassed

Flex Your Power developed the Small Business Initiative to target the businesses acros?lLﬂ’eS”."eSs

State that were too small for the BOMA and CEO initiatives. The “small business” selef’StnCts in the
was an appropriate area to target given the expanse of small- and medium-size busindéwes California
across the State in 2001. As of May 31, 2001, there were more than 1 million small an jons to
medium nonresidential customers statewide with demands less than 20 kW per year, witfy .

an additional 202,000 nonresidential customers with energy demands below 500 kW &FOVIC’E‘ a free
year.1 Data on energy customers revealed that of California’s small commercial busi- energy audit
nesses, 27 percent were retail, 18 percent were offices and 8 percent were insﬁmﬂ;ionala infor-

far as energy demand, retail customers accounted for 33 percent, offices accounted forgg .

percent and other small customers accounted for 33 percent of the total small and medﬂlﬂtlona/
customer demand. energy—savings

brochures.

Flex Your Power
assumed that a signifi-
cant number of small

FIGURE 15. Small Business Audit Leave-Behind Flyer
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o, xteriy T e
g s 1ov ' Caulk and weahersirip

lights, means lower alr
conditioning neetls

prioritizing yeue g
equipment and
operation

improvements, technical expertise and energy-efficient product vendor listings.

1 Keap windaws in goad repair
. Rephaze brokan door dlosers - mcka sure
“hiy fit properly

offi ent
and cthar procucr.

The campaign strategy was to engage local hardware stores to engage the small businesses
in their neighborhoods to make their shop/stores more energy efficient. Flex Your Power’s

1. CPUC, “Supplemental Direct Access Implementation Activities Report — State Summary,” June 15, 2001.
2. Xenergy, Inc., “1999 State-Level Small/Medium Nonresidential MA&E Study,” Oct. 7, 1999, p. C-2.
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|
Through the
Energy-Efficient
Appliances
Initiative, Flex
Your Power
sought to
maximize the
availability of
energy-efficient
products in
California and
increase the
sale of E NERGY

STAR®-labeled
products.

plan for small business involved three parts: The first, recruit as many small businesses as
possible to hand out Flex Your Power energy conservation brochures. (The “dog days” of
August were a real energy blackout threat.) The second would focus on providing infor-
mation about small business retrofit programs, including rebates and loans offered by util-
ities, and no-cost and low-cost, readily implemented recommendations such as minor
lighting upgrades. The third part would involve providing a free energy audit to small
businesses to help them determine the most energy- and cost-efficient retrofits for each
specific store.

Flex Your Power deter-
mined that the most
effective method to reach
and recruit the hundreds|
of small businesses
across the State was a
one-on-one, personal
approach. Flex Your
Power, with the help of
local Chambers of Com-
merce, developed can-
vassing maps of countie [£i
cities and neighborhoodq (&&=
targeting those areas of
dense small business

FIGURE 16. Small Business Auditor Worksheet
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[ Don't Know Where to Start

Existing lower waltage incandescents or halogen lamps replaced by CFLs {PDont Know Whers o St

populations. Flex Your | [t et i e W - o B0 b SR < b S e
Power recruited the help| e rpm s g
of Home Depot (which | Esf—Hertetth I Eeeem,
committed two employ- | [™=2 I b
ees from each of its Iixeting incandescent et i, replaced with varions -

stores statewide) and EEF - e 0\ - [ U SO
other hardware stores to| e fefee LT HE

provide free energy ESEETL S

audits to small busi- v e Tk KSBAE:T-é;;

nesses.The goal was to
recruit one home
improvement partner
(hardware store — independent if there was one, or chain) for each neighborhood. Flex
Your Power developed the audit sheet with the utilities and trained the energy consultants
to audit the stores using an Auditor Worksheet. Training sessions ran during the last week
of August/first week of September 2001.

“Scwings shown are estimates based on average fockors.

For four weeks during the late summer and early fall of 2001, the Flex Your Power team
canvassed business districts in the five California regions. The goal was for teams of two to
walk a business neighborhood, each talking to between 15 and 17 stores per hour. During
the visits, employees introduced the campaign in general and the small business initiative
specifically, and asked if the business would be interested in a free energy audit. If the
business agreed to an energy audit, the manager was told a trained home improvement
energy audit volunteer would call to schedule an appointment.

Flex Your Power also provided stores with: free residential energy-savings brochures for
customers; information on rebates and incentives for small businesses; energy-saving tips
for small businesses; and a window cling (sign) to participating small businesses indicat-
ing that they were participating in the Flex Your Power effort. When in the office, staff re-
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contacted by phone the businesses that had given an answer other than “yes” or “no”

encourage as many businesses as possible to say “yes.” The task force
meetings
Results concluded that

Flex Your Power staff canvassed and talked to significantly more than 2,000 small busimanufacturers

nesses. Of those, 534 small businesses signed up for an audit and more than 200 agr

take collateral and window clings. ?/%tﬁ/d agre{e to
par thlpate n

It should be noted that similar programs are already in place in some areas of the Staté'nergy—efﬁcient

for the past five years in the City of Berkeley. The CPUC awarded Berkeley a : :
million grant to provide in-depth energy audits to 700 small businesses. The romotions if
CPUC energy program subsidized 30 percent of the recommended retrofit codBey saw a long-
for small businesses and merchant associations. term p/ann,'ng’

«  Flex Your Power worked with Philips Lighting on an innovative pilot program strategy and
and educational event. Philips, at its own expense, replaced every light in evergoordmation
building on a one-block business district street in Berkeley with energy-efficien
lights. The results, developed by Lawrence Berkeley Labs and widely distribute@/110Ng key
were staggering — a 45 percent drop in energy usage. partners,

» The City of Santa Monica has a more elaborate energy audit program than F'El?itilities and the
Your Power’s small business initiative. The Santa Monica program had a more
detailed consultation and offered rebates, coupons and financial assistance toState-
small businesses. Indeed the lesson of the Flex Your Power initiative was that
these additional elements are optimal to success.

« Inthe case of San Francisco, the Flex Your Power staff worked with the programs
in place and handed their small business leads off to the City of San Francisco
Department of the Environment. The Department was running a similar type of
program, hoping to sign on 5,000 businesses for energy audits.

«  The Community Energy Services Corporation had been conducting energy au%gfp/jance

Another issue that came up during canvassing was owner- vs. tenant-run businesses. Some
tenants said they would like to have lower energy bills, but any retrofitting would have to

be approved by the owner. Owners often said that since they did not pay the bills, the own-
ers did not care about energy costs and did not want to incur the cost of retrofitting. Along
the same line, tenants who did not pay the energy costs had little incentive to pass on the
information to the landlord.

Initiati ve #11: Enepgy-Efficient Appliances:August 2001

The most far-reaching initiative designed to achieve long-term savings through energy
efficiencies was a promotional partnership program between Flex Your Power, manufac-
turers and retailers of energy-efficient appliances statewide through this initiative. Flex
Your Power wanted to maximize the availability of energy-efficient products in California
and increase the sale ofiERcy STAR®-labeled products through salesperson training,
coordinated marketing and promotional efforts and consumer education.

In planning this initiative, Flex Your Power sought to address several obstacles to success-
ful energy-efficient appliance promotions:

»  Utilities did not run significant promotional campaigns for energy-efficient light-
ing, equipment and appliances.

- Investor-owned utilities (IOUs) and municipal utilities offered rebates on differ-
ent products, at different rebate levels and often at different times throughout the
year.

e 79



Chapter 3: Implementation of Flex Your Power Initiatives for 2001

|
By the August
18 launch, 578
appliance retail
stores out of
752 retailers
contacted (77
percent) had
agreed to
participate in
Appliance
Awareness
Week.

« Retailers and manufacturers did not vigorously promote energy-efficient products
in the State because of the patchwork of incentive programs.

- Advertising was impossible because there were different products and rebate lev-
els within each media market.

Throughout the summer, Flex Your Power convened meetings with stakeholders, such as
utilities, manufacturers and retailers, to identify what they could commit under this initia-
tive, as well as what the State could offer to encourage manufacturers and retailers to par-
ticipate. Stakeholders included, among others, utilities, manufacturers, retailers, Electric
& Gas Industries Association (ECIA), the CEC, buying groups, the Natural Resources
Defense Council (NRDC) and the CPUC. The U.S. Environmental Protection Agency’s
(EPA) ENERGY STAR® program provided on-going support throughout the entire cam-
paign through their local energy efficiency consultants. EPA's support included technical
guidance, development of content for many of the marking materials, coordination with
ENERGY STAR® partners and program design and implementation assistance.

The task force meetings
concluded that manufac-
turers would agree to
participate if they saw a
long-term planning, strat-
egy and coordination
among key partners, util-
ities and the State. The
promotion developed by
Flex Your Power

included newspaper ads,
retailer recruitment, col-
lateral material and sales-
person training, which
made it far more likely
that manufacturers would
ship energy-efficient
products to the California
market.

FIGURE 17. August 2001 Appliance Fact Card (front)

Flex Your Power devel-
oped actions, to which
retailers agreed to under-
take in order to partici-
pate:

lTl ..
e

www.flexyourpower.ca.gov

[l Make best efforts to
reduce energy use in their stores by as much as 20 percent.

] Sell ENERGY STAR®-qualified products.

] Train all sales associates on the benefits of efficient appliances using salesperson train-
ing cards and pocket cards written, printed and provided by Flex Your Power.

L] Display and handout educational materials provided by Flex Your Power emphasizing
the value of energy-efficient appliances along with valuable energy efficiency tips.
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In addition, manufacturers and retailers were asked to conduct their own energy cons S
tion/efficiency events and to participate in energy fairs hosted and run by state agenci@rocery stores

cities and counties.

across the State
The pilot promotion took  dIStri
FIGURE 18. August 2001 Appliance Fact Card (back) plachu;ust 11 through grférbUted
18. During the weeks 9y .

How Much Can You Save? prior to the Promotion, C_OI’ISGI’V&tIOI”I-
The table below shows how much a typical ENErGY STAR® labeled appliance Flex Your Power tlp bag SthferS
may save each year at various electric rates, compared to a new model, .
meeting minimum federal standards, or an existing 10-year-old appliance. recruited hundreds of d / d b

. >.oran e . ! _ developed by
S CE e T appliance retailers, chain - "0

Annual ENERGY STAR Savings and independent, to par- ex rour rower
Your cost (¢) per kiloWatt-hour (KWh) 12¢ 14¢ 16¢ ..

ENERGY STAR Iabele':i appliances will save you these amounts compared to: tICIDate throth phone, thrOUghOUt a
Cloth: h based lectric water heati .
Buying a new. mon-Enenc Stan model | $70 . $82  $93 letter and broadcast fax.  70_ggy period
Your existing 10-year-old model $91 $106 $121 The letters and faxes
gﬁ;ﬂ%e;a::\:: non-ENERGY STAR model $7 $8 $9 inCIUded a dEC|arati0n around Labor
Your existing 10-year-old model $43  $50 $57 statement and pledge Day weekend
Dishwasher (based on electric water heating) . .
Buying a new, non-ENercy STAR model ~ $14 $17 $19 forms aSkIng appllance 2001
Your existing 10-year-old model $30 $35 $40 .

Clothes washer and Dishwasher savings estimates do not include water savings.
*Appliances that are more than 20 years old may use even more energy, and be even
less efficient due to freon leaks and other wear. These calculations use the ENERGY STAR
specification levels for refrigerators that took effect July 1, 2001.

Fast Facts About ENERGY STAR

How efficient are ENERGY STAR qualified products? ENeERGY STAR labeled
products are 10-50 percent more efficient than required under current federal
standards, or typically in the top 20 percent of efficiency for a product category.
How much can you save? The average annual home energy bill in the U.S. is
$1,300. By choosing EnerGY STAR qualified products, the typical household
can cut that bill by about 30 percent, or $400.

A new ENERGY STAR labeled refrigerator uses half the electricity of a standard

10-year-old refrigerator. Most models use less energy than a 75-watt light bulb.
ENERGY STAR save more water in
1 year than most people drink in a lifetime!

Energy-saving features — like advanced compressors, insulation,
and design — allow efficient appliances to operate more quietly.

and home improvement
product retailers to
pledge to increase the
sale of RERGY STAR®-
qualifying products by

enhancing marketing and

financial incentives for
such products in
exchange for promo-
tional materials and
advertising. Flex Your
Power coordinated with
advertising agency Grey

Worldwide to create the newspapers ads, which listed participating retailers in at least one
of more than 30 newspaper ads throughout the State and promoted the value of energy-

efficient products.

Rebates were available for most products involved in the promotion thanks to SB 5X leg-

islation passed in response to the energy crisis.

Results

By the launch on August 18, 578 appliance retail stores out of 752 retailers contacted (77
percent) had agreed to participate in Appliance Awareness Week. In total, 4,900 employees
were trained to sell energy-efficient products. Appliance Awareness Week received exten-
sive TV, radio and print press coverage. Twelve legislators agreed to issue a press release
and be available for press events.

Appliance Awareness Week was a huge success. Actual sales numbers are considered
highly confidential to the appliance industry, but Flex Your Power was able to gather num-
bers from one of the major retailers and accumulate sales numbers from all manufacturers
of ENERGY STAR® that compare the increase in the percentageieRE&Y SrAR®-quaIi—

fied appliance sales during the promotion with sales during the same period a year ago.
The numbers indicated that:

« Sales of clothes washers rose 110 percent in California compared with a 50 per-
cent increase nationally.
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Flex Your Power
designed a
University/
College
Campus
Initiative to take
place during the
fall and winter
of 2001 in an
effort to
educate the
hard-to-reach,
yet critical
college-age
audience.

- Sales of refrigerators rose 50 percent in California compared with a 12 percent
increase nationally.

- Sales of dishwashersse 100 percent in California compared with a 50 percent
increase nationally.

Phase 3 focused on energy efficiency, as demonstrated in the two initiatives above, and on
making conservation bewiar a way of life. Two initiatives employed during this phase to
accomplish this goal were:

Initiati ve #12: Giocery
Store CustomerAware-
ness

FIGURE 19. Grocery Store Bag Stuffer

It OHIY takes a little energy f()\ Flex Your Power asked gro-
cery stores across the State

7?\‘2)5—\ /\lj)\ \C_\ ,\\(j [' to partner with Flex Your

= Power to help reach Califor-
Working together we've almost made it through the summer and by using the nia reSidentS and edUCate
following tips, we'll make it through the winter too... them about energy conserva-
tion. The California Grocer's

at home: at work:

3 Keep the thermostat at 78 in “# Turn off your computer at the

warm weather, 68" in cold. end of the day. Association answered the
*# Hold off j * ff your lights when leavi
Spinc ke 700 p. P call and agreed to help Flex
*# Turn off all lights when leaving a room. ¥ Use daylight instead of overhead lights. Yo ur POWGI’ reach mem ber
[N - Buy ENERGY STAR qualified .
Ay % appliances and products Hex 72 grocers. A major component
! jour ;2%
ﬁ For more energy tips, call orvisit YP t of that effort was the Gro-
You'll make adifference, and it's not even hard. OWER -

cery Store Customer Aware-
ness week starting August

29, 2001, during which California grocers distributed energy-conservation-tip bag stuffers
developed by Flex Your Power. Grocers contend that a member of virtually every house-
hold in the State visits a grocery store in a 10-day period. The flyers included information
on energy-saving tips for home and office, as well as contact information on how to learn
more about conservation tips and rebates during the hot, energy-vulnerable days.

Grocers were asked to pass out the conservation tips and agree to do their part to conserve
energy by as much as 10 percent when compared with energy usage in 2000. Participating
grocers received bag stuffers with energy conservation messages from the State at no cost
to the grocer. Flex Your Power also distributed campaign window clings to grocery stores,
so that their customers would know the stores were participating in the conservation effort.

Flex Your Power announced the Grocery Store Customer Awareness week in a press
release on August 30, 2001. With every purchase throughout the 10-day period around
Labor Day weekend 2001 (August 29 through September 8), customers received Flex Your
Power flyers at checkout.

Flex Your Power staff monitored the participation of the stores. Volunteers visited partici-
pating stores in different counties to ensure that they received the materials, posted the
window clings and were distributing the flyers.

Results

More than 3,000 grocery stores participated in the Grocery Store Customer Awareness Ini-
tiative and more than 13.5 million flyers were distributed. Ralph’s, Vons, Safeway, Albert-
son’s, Raley’s and Food 4 Less grocery store chains joined with dozens of independent
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grocery stores, as well as 7-Eleven stores and Smart & Final, to distribute the energy EG—m—
Flex Your Power

servation tip flyers.

Initiati ve #13: Unversity/College Campus Outeach

FIGURE 20. University Bookmark (version 1)

Flex Your Power recog-
nized that the State’s uni-
versity/college
community was another
venue in which the cam-
paign could spread the
message of energy con-
servation. Flex Your
Power designed a Uni-
versity/College Campus
Initiative to take place
during the fall and winter
of 2001 in an effort to
educate the hard-to-
reach, yet critical col-
lege-age audience.

On September 21, 2001,
Flex Your Power sent a
letter of energy aware-
ness to the director of
student affairs and to the
associated student presi-
dent or the student activi-
ties coordinator at each
of the 211 post-second-
ary campuses in the

reached as
many as 1.05
million people
with the
bookmarks.

State, which represented a potential 2,316,019 students and 525,061 faculty/staff. The let-
ter announced the college campus bookmark distribution and asked for their active partici-
pation in implementing the initiative. The mailing also included a “Declaration of
Education” signature response form and sign-up sheets for student or staff interested in

participating in the outreach
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Flex Your Power fol-
lowed up the mailing
with calls to campus
directors, bookstore mar A
agers and head librarian Flex g

to determine distribution ”ov% ?NERG/,,,'
strategies, collateral SAVING
numbers and delivery TIPS
dates for the bookmarks
and tabletops. Through
the calls, Flex Your
Power decided to coordi
nate the bookmark distri
bution dates with periods
of high traffic to libraries
and bookstores. Flex
Your Power also
explained how the book-
marks should be distrib-
uted to students — by
placing them on counters

FIGURE 21. University Bookmark (version 2)

- Turn off lights, stereos,
and TV’s when not in
use.

- Setting your computer
on sleep mode reduces
energy usage by 40%.

- Use compact
fluorescent bulbs.

- Set thermostats to 68°.
- Keep doors and
windows shut

whenever possible.

- Purchase Energy Star
equipment.

TURNING OFF LIGHTS SAVES ENERGY.
BUT YOU CAN FINISH STUDYING FIRST.

Flex 3
or placing one in each l Yi;"ﬁ
bag or book. A fax/flyer = s
was sent to the book- ~—— ~—

store manager and librar
ian if they wanted to see
something in writing.

The first shipments were sent to campuses at the end of November. During the last two
weeks of the fall semester/quarter, bookmarks were distributed to libraries; during the first
two weeks of the winter semester/quarter, bookmarks were sent to bookstores. The book-
marks included the Flex Your Power logo, the Flex Your Power website address and five to
10 energy-saving tips.

Results

Flex Your Power distributed 1.05 million bookmarks and 1,000 bookmark holders to 151
campuses and 284 patrticipating facilities — reaching as many as 1.05 million people.
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Advertising and Media Campaign

Flex
YOUI el

Power

©2003 State of California

It was

Poll data in early February 2001 revealed that Californians grossly overestimated theirﬂwperatjve that
rent efforts to conserve enerfherefore it was imperative to Flex Your Power that the he advertisin
conservation advertising and media campaign effectively educate residents on ways tc; . 9
reduce energy use and urge them to shift energy use away from peak hours to avoid s media

outs. The media campaign relied on three important components: campaign

Overview

- Brand equity — A logo for the Flex Your Power campaign was created to bring @ffectively
visual coherency to the campaign, serve as a shorthand message to remind Eiucate
fornians to conserve energy and, most importantly, build brand equity to give the .
campaign credibility when promoting initiatives in 2001/02 and so that use of t,{@S/dents on
logo would be an incentive for partners. ways to reduce

+ Message tone — The tone of the Flex Your Power messages avoided placing blgmergy use.
in order to more positively encourage an immediate response from the public.
The messages communicated that it was in the power of the public to make a dif-
ference. Hence, the Flex Your Power title and the various taglines throughout each
phase.

- Message frequency and diversity — The advertisements ran frequently so that
ewery Californian either saw, heard or read and remembered the messages.

The Department of Consumer Affairs (DCA), which had received $10 million under Sen-
ate Bill (SB) 5X to implement a public awareness program to reduce peak electricity
usage, contracted with Grey Worldwide Advertising to design and launch a media cam-
paign that could speak to both the general public and specific markets, focus on simple
messages and use humorous, empowering and friendly tones to convey the messages.

Strategy and Concept

Given the severity of the energy crisis, it should be no surprise that the target audience of
the media campaign included all energy consumers:
« Residential (primary target):
- Adults 18+, including general market population, Hispanics, African-Ameri-
cans and Asian-Americans

- Children who play an influential role within households, demographically
defined as 12 to 17 year olds

1. McKinsey & Co./EMC Inc., “Presentation of Results, California Statewide Survey,” February 2001, EMC 00-
2367.
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|
The energy
Situation was
such that the
media
campaign had
to enlist the
help of the
public without
blaming or
offending it.

« Business:
- Decision makers in medium and large businesses (100+ employees)
- Decision makers in business with fewer than 100 employees

The initial communication objective of the media campaign was: to reach 95 percent of

the adult population within the first four weeks; to reach two-thirds of the adult population
with at least 20 messages over eight weeks; to reach 95 percent of the teen population over
the first eight weeks; and to reach half of the teen population with at least 10 messages
over eight weeks.

The Flex Your Power media effort was to be an integrated mix of TV, radio, print and out-
door advertisements targeted at different demographic groups in California. Grey World-
wide designated 12 market areas for television and 19 metro areas for radio, including Los
Angeles, San Francisco, San Diego, Sacramento and Fresno. The media campaign planned
to place more advertisements tailored to a Hispanic, African-American and Asian-Ameri-
can audience in markets where the population of each group was the highest.

General, regional, ethnic and community newspapers throughout California were selected
for ad placements, as well as major highways in Los Angeles, San Francisco, Sacramento
and San Diego for outdoor support or billboards. These four markets represented 90 per-
cent of California’s population.

From the earliest days of the energy crisis, the campaign carefully considered the tone of
the advertisements for the media and all other aspects of the campaign. The energy situa-
tion was such that the media campaign had to enlist help from the public without blaming
or offending it. Newspaper headlines throughout the winter of 2000 and 2001 repeatedly
cited the dearth and closure of power plants, drought conditions and alleged abuses on the
spot market as the causes of the energy crisis. By early 2001, the public was frustrated that
it would have to not only suffer the consequences of the shortage, but also be forced to
help solve the problem. And as mentioned, the public believed that it was already doing
enough to conserve energy. Therefore, it was necessary to make the tone of the advertise-
ments friendly and non-threatening, but with some attitude. It was important that all sec-
tors — commercial, government, agriculture and residential — as well as all regions work
together, without blame, for the higher goal of preventing blackouts.

Because there was such a heavy buy of TV spots and newspaper ads, Grey Worldwide cre-
ated several advertisements for each medium so that the public would not become tired of
the ads.

Winter Tips

Flex Your Power unveiled the “winter tips” series of TV and radio commercials on Febru-
ary 5, 2001. These ads ran in the general market, as well as in traditionally African-Amer-
ican, Asian-American, Hispanic, teen-dedicated and other community markets (e.g., gay/
lesbian). All newspaper ads began running on March 5, 2001. The first round of ads con-
veyed information on the importance of reducing demand during peak hours and other
ways to conserve, highlighting no-cost measures (conservation) that when done by many
people could add up to considerable energy savings (such as shifting peak loads and
unplugging unnecessary appliances). The tagline was, “And it's not even hard.” The series
included six TV and radio spots in English, three spots in the other languages, as well as
some print ads, placed primarily in Hispanic, Chinese, Korean and Viethnamese newspa-
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pers. The first round of ads ran through March 25, 2001, reaching 95 percent of Calif /"

teens and adults. The six general

Additionally, with this funding, DCA set up a “Flex Your Power” toll-free telephone Iine.market TV ads
presented

Television Advertising simple, no-cost

Flex Your Power bought 300 30-second TV spots for the general adult market (40 perggneasures that
of the spots were during the prime and premium prime times), 66 for the teenage mar

(50 percent of the spots were during youth-oriented prime time), 300 for the Hispanic lﬁ}hen done by
adult market and 25 for the Asian-American adult market each week between Februarff#I1y peOPIe

and March 25, 2001. could help

Flex Your Power created six general-market TV commercials for the “winter tips” stagelgirevent I’O//II’IQ
the campaign. All six presented simple, no-cost measures that when done by many pebf@Ckouts.
could add up to considerable energy savings and help prevent rolling blackouts. The mes-

sages in the commercial spots included:

[ Do your laundry after 7 p.m.
] Unplug unnecessary or unused appliances.
] Turn down heat when away from home and at night.

L] Turn off lights and equipment when you leave a room, home or office.

Some ads highlighted the absurdity of some ways that people waste electricity (such as
using a blow dryer to dry a head with no hair) to illustrate how almost all of the conserva-
tion measures were basically common sense. All of the ads ended with the line, “It'll help
us get through the power emergency. And it's not even hard.”

Flex Your Power ran three TV advertisements in Spanish for Hispanic audiences and three
in each Vietnamese, Chinese and Japanese for Asian-American audiences. The messages
were similar to those of the general market commercials, but tailored to fit the target audi-
ence.

Radio Advertising

Flex Your Power bought 300 60-second radio spots for the general adult market, 300 for
the Hispanic adult market and 25 for the Asian-American adult m&@&eause Califor-

nians spend the most time listening to the radio during morning and afternoon commutes,
60 percent of the general market, Hispanic and Asian-American radio ads fell during the
morning and afternoon drive periods.

Flex Your Power created six general market radio advertisements for Phase 1. These pre-
sented the same messages with the same examples as the TV ads, while describing the
scene verbally. The Hispanic and Asian-American radio commercials were also identical
to the TV and general market ads.

Print Advertising

For print, Flex Your Power ran full-page ads each Sunday in general, Hispanic, Asian-
American and community newspapers between March 5 arich2@ads were similar
across the languages, presenting five simple ways for Californians to reduce energy use:

[ Lower the thermostat.
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|
A media
research survey
found a positive
correlation
between
conservation
behavior and
campaign
awareness.

] Don't use large appliances during peak hours.
[J Unplug second refrigerators.
1 Wash and dry only full loads and only during off-peak hours.

L] Turn off lights and equipment ~ FIGURE 1. Winter Tips Korean Print Ad
when leaving a room, home or

office. o

Results

In March 2001, halfway through
Phase 1 of the Flex Your Power
media campaign, DCA commis-
sioned an outside consultant to
conduct a telephone survey of 411
Californians to assess consumers
attitudes, behaviors/behavioral
intentions and awareness of Flex
Your Power advertising early in
the energy crisis. The research
was not intended to be a measure
of the effectiveness of the media
campaign’s first two months,
because it takes time to alter basig
behavior and attitudes. Instead,
the survey was designed to pro-
vide a baseline and later measure
whether the media campaign had

wol kg 5 Fuch

st Tl 7

broken througt.Key findings of this first wave of respondents in March 2001 included:

While 62 percent believed conservation can solve the energy problem (up from
56 percent from the McKinsey poll in February 2001), 34 percent felt that con-
servation alone was not enough to address the power shortage.

74 percent reported they were committed to energy conservation (up from 56 per-
cent in December 2000).

17 percent reported decreased energy usage in the home and 28 percent reported
decreased energy usage in the workplace. Additionally, information on how to
conserve was gathered primarily from television, followed by radio.

60 percent were aware of advertising or public service announcements promoting
energy conservation.

40 percent described some element of the ads that could be associated with Flex
Your Power.

66 percent of those who rated their level of commitment to conservation as high
were aware of energy conservation ads.

87 percent of those who correctly recalled a component of Flex Your Power
advertising had a high level of commitment to energy conservation.

2. C.A. Walker & Associates, Inc., “Energy Conservation Advertising Awareness, Wave |,” tabulated April
2001.
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The results indicated that Californians not only were more committed to energy conse/

tion in April 2001 than in December 2000, nearly 1-in-5 (17 percent) reported decreaseBhe media
mpaign

energy usage in the home, and more than 1-in-4 (28 percent) reported decreased ene&géi
usage in the workplace. The study also suggested a positive correlation between conserva-

tion behavior and campaign awareness. Those who were aware of Flex Your Power wé? yed an
stronger energy conservation advocates and were doing more of the energy-saving stqéps;portant role

supporting

highlighted in the ads, in comparison to consumers who were unaware of the campaigm
Those who correctly recalled specifics of the campaign tended to be committed to energy

conservation and were more likely to have strong future intent to take energy conservaédad providing a
steps. In conclusion, the results showed that the Flex Your Power media campaign wagontext for the
succeeding in educating Californians about how to conserve energy, and that repeate?:/ex Your Power

exposure to the campaign messages was needed to affect behavior.

initiatives.

Late Spring to Summer 2001

The campaign resumed in the first week of May with warm weather conservation tips.
During the late spring, early summer ad campaign, Flex Your Power had to effectively
drive home the conservation message so that California could avoid blackouts during the
highest energy use months of summer when electricity usage is typically the greatest as a
result of high air conditioning use. Polls indicated that most Californians did not under-
stand the concept of “peak” (when statewide use of electricity was at its highest level pro-
ducing the greatest potential for forced outages). During winter months, electricity use
typically peaked between 4 and 7 p.m. During summer months, statewide electricity use
peaked during the mid- to late-afternoon hours, as a result of high air conditioning use. In
addition, summer months typically represented the highest statewide use of electricity
compared with the rest of the year. When the media campaign resumed in the late spring
of 2001, Flex Your Power shifted its advertising and media campaign to emphasize two
primary messages:

« Reduce energy use during peak hours. Conservation at peak hours was the key to
awid potential blackouts during the summer.

» Adjust air conditioning thermostat to 85 degrees F while away and 78 degrees F
while at home.

Additionally, during the second stage of ads, Flex Your Power introduced and promoted
the State’s 20/20 rebate program.

As mentioned above, the overall campaign was entering Phase 2 at this point, building
momentum by assembling and announcing partnerships to conserve energy. The local
government, business, nonprofit and other initiatives directed at residential audiences were
rolled out during the late spring/early summer and the media campaign played an impor-
tant role in supporting and providing a context for those initiatives. The ads reinforced the
commonality of the problem at hand and the need for all Californians to work together to
solve the problem. The tagline for the advertisements was, “Together we can do this.”

As in the winter campaign, DCA bought a similarly heavy buy of TV, radio and print spots
for the summer months to continue to educate and build the brand: TV and radio spots
were aired in general and ethnic markets with an average reach to consumer of seven times
per week. Flex Your Power added 150 radio spots on traffic report stations in Los Angeles
and 125 in other markets, as well as print and radio ads in African-American media
sources. For print, Flex Your Power ran full-page ads each Sunday in general market news-
papers between June and July. In Hispanic, Asian-American and community newspapers,
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|
The messages
of the ads tried
to combat the
faulty

perception of
powerlessness
to do anything
about the

energy crisis.

Flex Your Power ran full-page ads in June and half-page ads in mid-May, July and August.
Inserts with conservation messages were included where appropriate.

Television Advertising

Beginning on May 13, 2001, Flex Your Power ran eight commercials that requested help
from every resident and introduced key summer tips and messages, such as:

L1 Teenagers use more electricity per person than any other age group.

[] Residents might qualify for the State’s 20/20 rebate. The ad stated, “Check with your
local electric utility to see if you could be saving 20 percent on your summer bills.”

One commercial applauded California residents for their conservation efforts thus far and
concluded, “Keep up the good work.” Again, it was important to combat the faulty percep-
tion of powerlessness to do anything about the energy crisis. Others again used humor to
convey important messages.

Grey Worldwide created two new Hispanic commercials, which mirrored the general mar-
ket ads. There were no new Asian-American market TV commercials in this stage of the
ad campaign.

Radio Advertising

Beginning in May, Flex Your Power ran six new general market radio ads that conveyed
the top three conservation tips for the summer months: raise air conditioner temperature,
shift electricity use to off-peak hours and weatherize buildings. Like the television ads,
two of the ads similarly promoted the 20/20 rebate program, reaching 84 percent of Cali-
fornia households weekly.

Five new ads targeted the Hispanic community. Three of the five asked the community to
“Join the Team” to reduce energy and prevent blackouts, one focused specifically on
reducing office electricity use through simple conservation measures and all five men-
tioned the 20/20 rebates.

Three new commercials targeted the Asian-American community. These included a public
service announcement about conservation, a summer tips ad and a demand shift ad.

Flex Your Power introduced two African-American market radio ads in the summer ad
campaign. The commercials featured popular comedic radio and TV personality Don
“D.C.” Curry. Curry talked about changing his ways to conserve more energy and also
provided summer tips.
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Print Advertising

FIGURE 2. Drapes General Market Print Ad

Two new general market print ads

As part of the

were added during the second
stage. The first reminded Califor-
nians to raise air conditioner tem-
peratures and use natural cooling
measures, such as pulling the
drapes closed, to keep the cooler
air inside. As part of the agree-
ment with appliance manufactur-
ers and retailers, Flex Your Power
ran a full-page ad in newspapers
statewide announcing the first
Energy-Efficient Appliances week
in August. The ads listed partici-
pating retailers in at least one of
more than 30 newspaper ads. Thej
ads promoted the awareness weel
and the value of energy-efficient
products.

In African-American newspapers,
Flex Your Power ads again fea-

Set the thermostat at 78° and
walk around in your underwear.

(Did we mention that closing the
drapes will save energy too?)

your (581

Flex '
P >

agreement with
appliance
manufacturers
and retailers,
Flex Your Power
ran a full-page
ad in
newspapers
Statewide
announcing the
first Energy
Efficient
Appliances
Promotion in
August.

tured comedian Don “D.C.” Curry

recommending that Californians turn down thermostats and use appliances only during
off-peak hours. In Hispanic newspapers, two ads focused on shifting electrical use to off-
peak hours and included a short blurb about the 20/20 rebate program. In Asian-American
newspapers, one ad stressed the importance of everyone working together to solve the cri-
sis and another reminded Californians about ways to reduce energy use.

FIGURE 3. Anaheim Outdoor Board

It only takes a little
energy to save a lot.

Flex .

www. flexyourpower.ca.gov POWER

Phase 3 efficiency ads
were introduced in the
late summer of 2001. In
July and August 2001,
the California Energy
Commission (CEC) tar-
geted the business com-
munity with four ads in
business journals across

the State. Two ads in July announced the availability of $400 million in incentives to Cali-
fornia businesses to reduce electricity use. Two ads in August announced that $21 million

was available to businesses for cool-roof installations.

FIGURE 4. Speedometer Outdoor Board

\
KEEP IT/AT 78.

(YOUR THERMOSTAT, NOT YOUR SPEEDOMETER\

www.flexyourpower.ca.gov

Billboards

Three billboards were
run in 2001: one asking
residents to use their fan,
rather than air condition-
ing during the summer,
another telling drivers to
keep their home and
office air conditioning at

78 degrees F and the third reminding Californians how easy it is to save energy.
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I Results

After the California did not experience any blackouts during the summer of 2001. The continuous
September 11 presence of TV and radio ads was a significant factor in motivating and informing con-
terrorist sumers of the need to conserve energy. They also provided a widely recognized and posi-

tive face to the Flex Your Power campaign, and increasingly made enlisting the support of

attaCkS’ free others a successful enterprise.

news media

about the Since the campaign began in February 2001, 83 percent of Californians reported having
changed their energy use to conserve more. Monthly conservation figures support this

energy behavior change. Total statewide monthly peak demand was reduced by an average of 9.2

shortage fell percent from July 2001 to September 2001. Results from the 20/20 rebate program indi-

dramatica ”y cated that two out of every five residential customers conserved enough electricity to qual-

ify for the rebate, reducing their energy bills by 30 to 35 percent.

Winter 2001/02 Through 2002

California’s situation in the winter of 2001/02 presented significant challenges to the
media campaign. Because the State did not suffer blackouts during the summer of 2001,
many Californians believed the crisis was over. And after the September 11 terrorist
attacks, “free” news media about the energy shortage fell dramatically. Yet the State’s
energy supply was still a potential major problem. Flex Your Power had to keep Califor-
nians conserving to avoid blackouts particularly in the vulnerable San Francisco Bay Area
during the winter of 2001/02 and through the summer of 2002. Some of the advertise-
ments developed during the summer months continued to run through September and
October 2001. As the winter approached, the media campaign presented “winter tips” and
messages that reflected the third, efficiency phase of the campaign. The messages were:

« The crisis is not over. California has to keep up its conservation efforts to avoid
blackouts in winter 2001/02 and beyond. The message was, “Let’s keep flexing
our power. It's working.”

« Conservation and efficiency should be a long-term habit. The tagline became,
“Conservation, it's a way of life.”

On April 29, 2002, DCA and Grey Worldwide launched a new $35 million spring/summer
2002 ad campaign, which for the first time included cable outlets directed toward African-
American, Hispanic and Asian-American audiences. The California Public Utilities Com-
mission (CPUC) directed an additional $8 million from the public goods charge to Flex

Your Power to develop TV, radio and print ads that featured energy efficiency to the gen-
eral market and supported the appliance, home improvement promotions. TV, radio and

print ads were bought at similar high quantities as the two earlier advertising stages so that
each week the average consumer heard or saw energy conservation messages seven times.

Television Advertising

After a summer free of blackouts, Flex Your Power began running an ad in mid-September
2001 that congratulated Californians for successfully reducing their energy use. The com-
mercial ran yearround.

In the winter of 2001/02, Flex Your Power 30-second TV ads designed to convey both
winter tips, such as programmable thermostats and winterizing a home, and the key mes-
sage of Phase 3: conservation as a way of life. In an ad entitled, “Guess Who's Watching,”
which featured a father and son, Flex Your Power illustrated how conservation behavior
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can be passed on from one generation to the next. In another charming ad, a husban -
tically dashing around his apartment before taking his wife, who is in labor, to the hospfFhe 10 hew
tal, remembers to turn off the lights. Flex Your Power ran some of these ads in Asian

languages.

FIGURE 5. African-American Print Ad

D.C. CURRY SAYS: STOP

SETTIN’ YOUR HEATER ON
“BAHAMAS”... TWB

\

> \

HOME AND 55° WHEN AWAY¢ )

Ten new general market ads were
unveiled in the spring and summer of
2002. The messages focused on both
conservation, reflecting the tips con-
veyed during the summer of 2001 and
produced by DCA, and efficiency
funded by the CPUC. The conserva-
tion ads highlighted people, usually
with a humorous tone, reducing elec-
tricity at peak hours and shutting off
lights and equipment when leaving
offices. One ad showed an orangutan
turning off the lights, again emphasiz-
ing how easy conserving energy can
be. The efficiency ads highlighted the

benefits of KERGY STAR® products, such as washing machines and ceiling fans. Five
new Hispanic and three new Asian-American ads conveyed similar messages.

Radio Advertising

Ten new general radio ads were

FIGURE 6. Hispanic Print Ad

unveiled during the spring and
summer of 2002, which roughly

mirrored those released for tele-
vision and produced by both
DCA and CPUC. Six of the

eight new Hispanic ads were
lighthearted songs about conser-
vation and efficiency in various
music styles including bollero,
tango, flamenco, mariachi, salsa
and the blues. Four new Afri-
can-American ads were

released, again featuring come-

dian Don “D.C.” Curry, all focused on conservation and funded by DCA. One of the 10

general market
ads in the
spring and
summer of 2002
focused on both
conservation,
reflecting the
tips conveyed
during the
summer of 2001
and produced
by DCA, and
efficiency
funded by the
CPUC.

new ads targeted to Asian-American audiences was produced by CPUC and focused on

energy efficiency.
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I — FIGURE 7. April 2002 English
In the Sprjng of Energy Efficiency Print Ad

2002, Flex Your
Power launched T mmer forecast:
the first energy- :
efficient
product
promotion that
was backed by
the CPUC-
funded TV and
radio ads.

Print Advertising

On January 18, 2002, Flex Your Power launched
the second energy efficiency, “Winter Home
Improvement Promotion,” to promote energy-
efficient home improvement products. The event
was designed to help Californians realize long-
term energy savings and remind them that con-
servation was still important. To promote the
ewvent, Flex Your Power ran full-page ads in 30
major newspapers statewide and featured local
independent and chain retail participants. Full-
page ads announcing the week also appeared in
17 African-American, 12 Asian-American and
15 Hispanic newspapers. Because the CPUC
had not approved the utility rebate programs, the
campaign did not mention rebates, but instead
focused on the financial savings of energy-effi-
cient products.

In the FIGURE 8. August 2002 English

spring of 2002, Flex Your Power launched the

Energy Efficiency Print Ad

first energy-efficient product promotion that

was backed by the CPUC-funded TV and radi
ads and added a second full-page ad to the p
motion: the “Spring Home Improvement/Appli-
ances.” As in previous promotions, the full-pag
ads listed local stores in 30 major newspapers
and full-page ads on the event also ran in Afri
can-American, Asian-American and Hispanic

newspapers. The message of the ads was thg
Californians had all done a good job so far bu
needed to continue doing so during the spring
and summer. The thrust of the ads pushed ge
ting ready for summer and highlighted ceiling
fans.

Introducing the latest in cash machines.

rgy. It's a way of life.
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FIGURE 9. October 2002 Hispanic

Energy Efficiency Print Ad

\\@ = idea

In August 2002 and October 2002, Flex Your S —
Power ran two other joint home improvement A positive

and appliance weeks to promote long-term effi- ;

ciency. Ads were once again ran in newspapers, commitment to
TV and radio, and followed the same format of €M1€IgYy

earlier promotions including collateral material, conservation
salesperson training, etc., The focus of the

August advertising was appliances and high- rose from 74
lighted washing machines to make the save ~ percent to 81
water/save energy partnerships with water agen—percent from

cies. April to
Hispanic and Asian-American newspapers ran December 2001.

five ads on reducing peak demand by using large
appliances after 7 p.m. These ads were funded by
DCA. African-American newspapers ran two ads
with Don “D.C.” Curry that conveyed similar
messages.

e

sﬂam;;;mms,g,, Billboards
R

ran yd rededor de tu hogar. Por ejemplo,
s Ste® utlzan 75% menos energia y duran hasta 10 veces més que los bombillos
tiladores de techo y productos ast

i o ) s e Two billboards advertisements ran in 2002: one
s B v s e G ot ot i tero o reminding Californians to use appliances, such
as washing machines, after 7 p.m. and the other
reminding Californians to turn off office equipment at the end of a day.

Results

In the winter of 2001/02, DCA commissioned a second wave of telephone research,
“Wave I1,” the second part of the survey to measure the effectiveness of the media cam-
paign? “Wave |,” described earlier in the chapter, was conducted in April 2001. The sec-
ond wave involved an interview with a random sample of 406 California residents who
had sole or shared responsibility in the payment of utility bills. Important survey findings
included:

In the winter of 2001/02, DCA conducted a media awareness survey sent to more than 400

Californians and found that:

«  Positive commitment to energy conservation had risen to 81 percent.

»  The belief that conservation could solve California’s energy problems increased
to 75 percent.

- Awareness of any advertising or messages related to the electricity crisis was 67

percent.

»  The percentage who correctly played back descriptions of the Flex Your Power
campaign also increased significantly from 35 percent to 53 percent of those
aware of any conservation messages.

« Those aware of the Flex Your Power campaign showed the following significant
difference from others in the sample:

-A higher percentage claimed to have used less energy than they did in January

2001.

3. C.A. Walker & Associates, Inc., “Energy Conservation Advertising Awareness, Wave Il,” tabulated January
2002.
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|
Significantly
more of those
polled who
correctly
described the
ads were likely
to agree that
conservation
can solve
California’s
energy
problems than
those people
who did not
remember the
ads.

-Significantly more of them had very frequently done six or more of the 14 resi-
dential conservation steps.

-A higher proportion were likely to do 11 or more of the residential conservation
steps in the next year.

-Significantly more of them were likely to agree that conservation can solve Cal-
ifornia’s energy problems.

-They were more likely to credit Californians’ conservation efforts as the reason
for the resolution of the power shortage.

-They were more likely to cite altruistic, rather than financial reasons for their
efforts to conserve.

-They were more aware of the 20/20 rebate program and held a more favorable
opinion of it.
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Economic

'(I;h:.(])cugh the .(I:ogsk(]arvatiﬁn hef“forts of miII]iozn(;sO(if cpﬂsumegsl, arll(d thol\ljlsandﬁ of 2usi'|r;.esseﬁecessjon and
alifornia sailed through the summer o without a blackout. More than 3 million
consumers saved 20 percent on their energy bills by reducing consumption 20 percenmp Sept_ember
more. Despite the successes, California’s energy outlook was still tight going into 2002l 1 terrorist
There were a series of factors that could contribute to energy shortages and even posgithacks diverted
blackouts in the 2001/02 winter months and during the summer of 2002. Alternatively, tﬁj ublic’s
situation was not entirely hopeless because there were also a number of factors which sp .
ened the risks of an energy shortage in 2002, including increased generation and insta@8@ntion away
efficiencies from the prior year. Additionally, public understanding of the issue of conseffom energy
vation and of the Flex Your Power campaign helped the campaign more easily Continu%ibsnservaﬂon
education and outreach initiatives throughout 2002. o

and efficiency

No one wanted to take a chance, so the governor’s office in the late fall of 2001 asked rts
Your Power to put together a conservation/efficiency campaign for 2002, and to continue ’
to help build a secure energy future through energy efficiency.

Overview

Factors Contributing to a Potential Energy Crunch in 2002

= Declining Public Interest and a Sense That the “Energy Crisis” Was OveiThe
public’'s concern regarding the energy crisis began to fade after the summer of 2001. As
Table 5-1. illustrates, an advertising poll conducted in March 2001 revealed that 59 per-
cent of those polled believed that the energy crisis was the most important issue facing
California. In November/December 2001, the poll revealed that only 35 percent felt the
same way and 49 percent believed that the energy shortage no longer existed and that
the crisis was over. Only half of those polled thought that blackouts were possible in
the winter.
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Chapter 5: California’s Energy Situation Leading Into 2002

In the past, the
California 1ISO
could count on
an average of
2,800 MW in
interruptible
loads.

TABLE 1-1.  Most Important Issues Facing California, Comparison of Wave | and
Wave Il Responses
| Wave | (3/13-3/18/01) Wave Il (11/26-12/3/01)
ssue % %
Energy/energy Crisis 59 35%
Education 20 20
Economy 17 3TF
Social'issues (e.g., crime, youth 16 12
gangs)
Immigration/population 10 167
Government 8 6
Gas V4 3%
raffic/iransportation 6 9
Housing 5 8"
Environmental ISSues 2 8%
errorism N/A 3*
otal # of Respondents 411 406

* Significantly different from Wave | at the 95 percent confidence level.
A Significantly different from Wave | at the 90 percent confidence level.
Source: C.A. Walker & Associates, Inc., “Grey DCA Energy Study Wave 1l,” Tabulated January 2002.

Declining News Attention The country’s economic recession and the September 11
terrorist attacks took over and dominated the press. These events effectively diverted
the public’s attention away from energy conservation and efficiency efforts and
knocked news coverage of the campaign off the front pages.

20/2Q This popular program would not be available to the business sector as an incen-
tive to cut energy usage.

Unstable Energy Market and Generation Offline due to Unplanned and Planned
Repairs: California’s energy plants are aging. Hydro and thermal generation plants,
which account for 62 percent of total generation and were scheduled to produce
between 4,000 and 8,000 MW, were to be offline from October 2001 to May! 2002.
Unplanned generation power offline as a result of mechanical failures or problems
associated with aging equipment or even potential market manipulation were also
likely possibilities.

Shortage of Interruptible Loads: The California Independent System Operator (ISO)
relies on interruptible load programs to shed demand in emergency situations. Inter-
ruptible load programs are contractual arrangements between consumers, usually com-
mercial and industrial, and the California ISO, under which the system operator can
either directly interrupt a consumer’s load at seasonal peak times or request the con-
sumer to take action itself. In the past, the California ISO could count on an average of
2,800 MW in interruptible loads. But frequent interruptions led to a decline in cus-
tomer interest in the programs. The number of MW available for 2002 was uncertain,
especiaII%/ because the interruptible load programs offered an opt-out option in Novem-
ber 2001~

Regional Energy ShortagesA couple of regions in the State presented specific

energy challenges during the winter of 2001/02. For instance, the San Francisco region
had energy supply constraints. According to the California 1ISO, “San Francisco tends
to be a winter peaking area,” with loads reaching as high as 956NW\bugh the

wn R

Graves, “CAISO 2001/02 Winter Assessment and Summer 2001 Post-Season Summary,” Oct. 8, 2001, p. 9.
Ibid, p. 18.
Ibid, p. 20.
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region benefited in 2000 from two transmission/generation upgrades, transmission
lines to the San Francisco Peninsula were weak and the region primarily dependedfghe drought

local generation at the Hunters Point and Potrero Power plants. In the winter of Zo?bnditions

02, these plants had complications: Hunters Point had a scheduled 10-week mainte- . .
nance outage of 160 MW, and four of San Francisco's combustion turbines had ~ €xperienced in
exhausted or severely limited their allowable run-times, putting 50 MW offline for  [ate 2000 grew

each turbiné. worse in 2001

Drought Conditions: The drought conditions experienced in late 2000 grew worse i@nd continued
2001 and no one, of course, could forecast with certainty the situation in 2002. LOW[/’II’OUgh 2002.
snowpack and reservoir levels meant that hydropower, which typically accounts for 28

percent of total generation in California, and net imports, comprised in part from

hydropower, would again be low for the winter of 2001/02 and the spring and summer

of 2002. It was estimated that 30 percent of the country faced drought conditions in

2002° Based on low reservoir levels and hydropower outages, the California 1ISO pre-

dicted 4,500 MW of total limitations on hydropower from October 2001 through May

2002. In May 2002, the California 1ISO predicted that only 4,000 MW of hydropower

would be availablé.

Regional Growth: The western United States region continued to increase in popula-
tion, without a similar increase in power generation plant construction. The outpacing
of energy demand over supply in the western regions, as well as decreased hydro-
power, threatened a continued decline in net imports through 2002 as had begun in
2000 (see Figure 5-1.).

FIGURE 1. California ISO Historical Net Import During Seasonal Peak

Net Import (MW)
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Source: Kevin Graves/Loads & Resource Group, “CAISO 2001/02 Winter Assessment and
Summer 2001 Post-Season Summary,” Oct. 8, 2001,.p. 11

P

Ibid, p. 20.

Christina Ward, “Thirty Percent of U.S. Suffering from Drought,” DisasterRelief.org, March 8, 2002.
Accessed online at www.disasterrelief.org/Disasters/020380USdrought/ on Dec. 17, 2002.

Ibid, p. 9.
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|
The campaign
estimated that
the installed
efficiencies
through 2001
and the first half
of 2002 would
reduce at least
1,350 MW of
demand at peak
hours.

Potential “Heat Storm” : Although 2001 overall was the 25th hottest summer out of
the previous 107 years, California did not sustain a “heat storm” — a statewide, or
western regional heat wave of four or more days during 2001. California’s ability to
maintain a high degree of conservation in the face of such a storm was untested.
Indeed, a variety of factors, including a heat storm occurred in the summer of 2002,
triggering Stage 2 and 3 alerts in mid-July 2002.

Funding for Efficiency Programs Will Be Substantially Lower. There was no
replacement for Senate Bill (SB) 5X and Assembly Bill (AB) 29X funding. Addition-
ally, through Executive Orders D-48-01 and D-49-01 in November 2001, Gov. Gray
Davis directed every department and agency to suspend the allocation of specified
expenditures, in addition to instituting hiring and spending freezes until the Legislature
convened in an extraordinary session. Funding for the State’s energy conservation and
efficiency campaign changed in the ways highlighted in Table 5-2.

TABLE 1-2.  Funding Cuts for Energy Campaign Programs
Entity Program Funding Received Ngsg%ggegégf fémc?:r?ég?\éiﬁgd
California Conset- Dissemination of| $20 million under| $16.1 million Remaining
vation Corps energy conservation AB 5X $3.2 million
CCQC) information
California Energy| Agricultural effi- [$86.3 million undef  $56.9 million Remaining
Commission ciency, conserva SB 5X $29.4 million
CEC) tion and incentive
programs
CEC Expedite power($3 million under S None $3 million
plant applications 5X
California Alter- Establish the | $25 million under Minimal Remaining
native Energy angRenewable Energy AB 29X $24.9 million
Advanced Trans- Program
portation Financ-
ing Authority
California Public [Supplement public $100 million $I4 million Remaining
Utilities Commis-|goods charge fung- $83.8 million
sion (CPUC) ing for the CARE
program
State and Con- | Program to teac $7 million N7A $Z million
sumer Services | school children (back to CEC)
Agency (SCSA) | about energy effi
ciency in the home
and at school

Factors That Could Help Alleviate an Energy Crunch
in 2002

Permanent Energy Reduction Through Installed EfficienciesEnergy-efficient ret-

rofits, the purchase of new energy-efficient equipment, appliances and lighting in 2001

created long-term energy reduction benefits that would help lower energy demand for

2002. The campaign estimated that the installed efficiencies through 2001 and the first
half of 2002 would reduce at least 1,350 MW of demand at peak hours.

Economic Slowdown The slowdown in California’s economy during late 2001 and
throughout 2002 could help relieve some of the pressure on energy demand.
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Greater Public Awareness of the Importance of Energy Conservatio\s men- 1

tioned earlier62 percent of California residents polled in March 2001 believed that B

increased to 75 percent. And the number of residents polled who believed they ha

made a positive commitment to energy conservation rose from 74 to 81 percent ,DUb/iC'S

December
conservation could solve the State’s energy crisis. In December 2001, that figure h 01. the

between March and December 2001. awareness of
Between March and December, the number of respondents who practiced 10 of the/¥éx Your Power

specific conservation behaviors listed in the poll increased, as did the proportion of

respondents who had always or nearly always performed 11 or more of the 14 congﬁ—ac
vation actions. Flex Your Power expected that in 2002 it would have an easier time PErcent.

convincing the public that conservation could alleviate the energy crunch.

Greater Public Awareness of CampaignThe public’'s awareness of Flex Your

Power’s advertisements, logo and campaign messages reached 67 percent of Califor-
nians by December 2001. Of those who were aware of advertisements promoting
energy conservation, 53 percent correctly described some element of the ads that could
be associated with Flex Your Power. The December 2001 poll also revealed that there
was a positive correlation between brand recognition and conservation behavior. More
importantly, those aware of the campaign in December 2001 showed the following dif-
ferences from others in the sample:

» A higher percentage of respondents claimed to have used less energy than they
did in January 2001.

- Significantly more respondents had very frequently done six or more of the 14
residential conservation steps.

» A higher proportion of respondents were very likely to do 11 or more of the resi-
dential conservation steps in the next year.

- Significantly more respondents were likely to agree that conservation can solve
California’s energy problems.

» Respondents were more likely to credit Californians’ conservation efforts as the
reason for the resolution of the power shortage.

- Respondents were more likely to cite altruistic, rather than financial, reasons for
their efforts to conserve.

» Respondents were more aware of the 20/20 rebate program and held a more
favorable opinion of if

New Power Plants Power plants that were scheduled to be online for 2001 and 2002
provided additional resources. By the summer of 2002, 2,397 MW were dnline.

Financial Motives in Place Californians could be expected to continue to conserve
out of fear of high energy bills. The December 2001 poll found that 65 percent of
respondents gave the answer “fear of higher rates” as the reason they conserved in
200110

7. C.A.Walker & Associates, Inc., “Energy Conservation Advertising Awareness, Wave |l,” tabulated January

8.
9.

2002

Ibid.

CEC, “Power Plant Project Status: California Energy Commission — Energy Facility Status,” accessed
online at www.energy.ca.gov/sitingcases/status_all_projects.html on Dec. 17, 2002.

10. C.A. Walker, “Energy Conservation Advertising Awareness, Wave 11,” tabulated January 2002.
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Chapter 6:

Flex Your Power Initiatives:
*  Changes in Late 2001 to 2002

Overview

Flex Your

Flex Your Power’s objective in 2002 was to build upon the success of both the conservafgyyer’'s

and the efficiency elements of the 2001 campaign. Flex Your Power planned to do this
five key ways:

5bjective in
2002 was to

1. By organizing more energy efficiency product promotions, continuing to promogg j/d upon the

grn:r;gsy efficiency programs and marketing new conservation and efficiency pr%UCCGSS of the
conservation

2. By altering the messages and strategies of some initiatives so that they focuseg) pigf efﬁciency

energy efficiency

elements of the

3. By continuing to build relationships with energy coordinators in all sectors 2001 campaign.

4. By publicly recognizing and awarding the organizations that made extraordinary
energy conservation and efficiency efforts in 2001

5. By recording success stories of energy conservation and efficiency programs
undertaken by various sectors in 2001, and by sharing these via best practice
guides and case studies

This chapter describes the new developments and changes to existing projects, which kept
awareness of the need to continue saving energy high and helped “lock in” savings from
2001.

Ongoing Initiatives

Flex Your Power, having recruited energy coordinators in 1,332 businesses, 565 local gov-
ernments, 261 water districts, 566 nonprofit organizations (NPOs) and community-based
organizations (CBOs) and other key contacts, concentrated on keeping their partners state-
wide focused on energy conservation and efficiency.

Declarations and commitments to cut energy use by state goals or take specific actions
were not part of the 2002 campaign. Rather, through regular phone, mail and e-mail com-
munications, coordinators were educated about a range of energy-savings programs and
encouraged to participate.
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|
Nearly all local
governments
said they were
going to
continue to
conserve at
rates of 50
percent or more
than 2001
levels.

Energy-Efficient Communities/Local Government:All local governments that had

not yet appointed energy coordinators were sent letters, articulating why energy effi-
ciency continued to be relevant and encouraging their participation. All local govern-
ments that had become partners were thanked for their efforts to get California through
2001 and encouraged to continue to do their part.

Overall goals for local governments were expanded to include:

« Continue to provide information and resources to energy coordinators to assist
them with public outreach. Lobby signs, posters and brochures remained a part of
the campaign.

- Continue to help local governments lock-in and continue implementation of key
energy conservation measures.

- Highlight, more prominently, long-term energy efficiency actions that local gov-
ernments should take.

- Continue to establish a long-term network of all local government contacts and
provide regular e-mail updates of success stories. A key piece of this goal was to
serve as a liaison for all energy coordinators, providing information on and a link
to state agencies, such as the California Energy Commission’s (CEC) Cool Roof
and Energy Partnership programs, as well as existing rebate programs of inves-
tor-owned utilities (I0Us) and municipal utilities.

All local governments were surveyed as to their intention to continue energy conserva-
tion — and at what rate — through 2002. Nearly all said they were going to continue to
conserve at rates of 50 percent or more than 2001 levels.

Save Water — Save Energyklex Your Power and the California Water Awareness
Campaign Steering Committee of the California Urban Water Conservation Council
(CUWCC) established a working group to jointly promote their Water Awareness
Campaign and the Flex Your Power campaign’s appliance promotion, which would
promote water and energy savings. The parties outlined the following strategy:

« CUWCC and the Association of California Water Agencies (ACWA) sent a joint
letter to members with a short survey to determine which agencies offer appli-
ance rebates. The letter explained the opportunity and timing of the August pro-
motion.

« Once a master list of rebates was established (note: 340 rebates were identified),
Flex Your Power established a link to the CUWCC and ACWA website for more
information on how to save water and a listing of those water agencies that offer
appliance rebates with links to each agency.

« Flex Your Power incorporated the save water and water audit information and
appliance rebates from local water agencies into its promotional material/ads.

«  The water agencies would begin integrating their rebate programs and coordinat-
ing their promotions with the power utilities.

Participating water agencies were sent an e-mail to let them know:
« That an energy efficiency promotion was happening on August 10, 2002
« What collateral they could expect to receive
«  When Flex Your Power would run ads
« How they could coordinate their own marketing

The e-mail was followed up with a fax consisting of a formal announcement of the
Summer Energy Efficiency Days initiative and sign-up forms.

Flex Your Power distributed its Consumer Brochure to the water agencies so that they
could distribute the materials in early August at places such as the water agencies’ bill
payment desks and customer service centers.
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= NPOS/CBOs:Flex FIGURE 1. NPO/CBO Winter Energy C ti
o . inter Energy Conservation
Your _POV\_/er reiniti- Message Flex Your Power
ated its viral e-malil convinced all
campaign to all non- T T e ——
. . St tr 68 d hi 're | 455 d s at night, ff wi i A
pI‘OfIt energy Coordl- et your thermostat to legrees when you're home and 55 degrees at night, or off when y01 re awayg the IOUS and
ators The obJeCtlve Use Your Appliances Wisely F ex g : < - L l
I’] t h 1 N I | . TurnToffhafpliances‘ Iilghts and eqmpmegt when no: in use. : b s 0 Y%[r é, 8 major munICIpa
was to reac million @ aﬂdigﬂ?\ﬁngﬁctriciw outages, do not run large appliances between 5 a.m. - 9 am. O R -
Cal Ifo m | ans W|th a Eﬁdmlr}serig{gcvivea\r:g?ll;yyﬁlssigg?lxg‘eh:frm or cold V\mfe.[ setting for washing your clothes s 2 Ut//lt/e.s tO Offer
“Wi ntenzed“ energy . gyocr;zetr;/eallim%);s%;?gr;?%?;?iunrﬂdelgg\./vasher only when it is fully loaded, and turn off the dry ConSIStent
t- d ff Inexpensive Energy Solutions
Conserva Ion an be I . g‘?ﬁiﬁ%%ﬁ;ﬁ??ﬁ; CT)llzl'Vc;?tsieo:;Jlr“g;%ﬂTgsrescem light bulbs. They use a quarter of the energy and reba tes On the
clency message ' neate “normal” setti u
distibuting oduea, | . EGEmemdm T T 2 | same products
i T o b e e Il be surprised how much this simple device can cut your hot water cosf 1 i
tIOI’]al COllateraI to the o {/'\]Isrlaalll;g%-ﬂg‘!’vmisgytearslfwisfh]"ggk!t?nsula;:ion.d I?your wat‘e:hheaterpils gis, be sure to }gave t?\elair i‘nlake \Znt an d j Olnt/y
. uncovered.
general DUbIIC The Eliminate Wasted Energy promote a
team nollongef e | et s residential
to actively reCruit NeW| . Gy i pee reingeretor m tre garag f you don really nee .
CBO partners. Check out www.flexyourpower.ca.gov for more information and ways to save money! reba te p rog ram

Instead, Flex Your
Power built relationships with established nonprofit energy coordinators and asked

them to include a Flex Your Power-drafted winter message in their newsletters or pgpwer'
the winter message on their websites. Flex Your Power made the messages available in

the English, Russian, Chinese, Hmong, Vietnamese, Korean and Spanish languages.

Flex Your Power also created a flyer with winter-relevant energy conservation and effi-
ciency information to be displayed where the public could see it.

with Flex Your

= BOMAJ/SEIU “Lights Out"/Business Declaration Action/CEO Declaration: Flex
Your Power disseminated winter conservation tips to its 1,332 business energy coordi-
nators. Packet materials included winter conservation and efficiency tips, resources,
descriptions of available brochures and lobby signs and an order form for collateral
materials.

In regular follow-up conversations, Flex Your Power challenged its business coordina-
tors to repeat their energy conservation efforts through the summer of 2002. Flex Your
Power also campaigned to get businesses to participate in the Demand Reserve Pro-
gram and other state utility energy efficiency programs.

= Statewide ConsistencyPerhaps the largest success of the Flex Your Power campaign
was to convince all the I0Us and the major municipal utilities to offer consistent
rebates, on the same appliances, lighting and equipment, and jointly promote a residen-
tial rebate program with Flex Your Power. With this statewide consistency — and the
great success of the early promotions — Flex Your Power was able to convince major
manufacturers (e.g., Philips Lighting, Sears, Maytag) and eventually more than 1,200
appliance and hardware stores in California to jointly educate the public about energy
efficiency and conservation and to promote energy-efficient products.
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|
Flex Your Power

provided a Brochure (front)

FIGURE 2. Winter Home
Improvement Promotion

second
efficiency
promotion to
remind
Californians
that
conservation
was still
important
during the
winter, and to
promote home
improvement
efficiency
products.

Flex Your Power hosted the first ever “summit” in
May 2002, which included 150 participants repre-
senting virtually all major manufacturers, retailers
and IOUs, as well as representatives of the munici-
pal utilities and water agencies. This two-day plan-
ning session was the first step of what promises to be
an historic and extremely effective ongoing state-
wide energy efficiency campaign. Funding for
energy efficiency programs will be leveraged by
manufacturer and retailer promotional funding, and
for the first time, broadcast marketing will be possi-
ble. (It was not possible before because of the differ-
ent programs within each media market.)

= Winter Home Improvement Promotion, Janu-

ary 2002: After the success of the first Appliance
Awareness Promotion in August 2001, Flex Your
Power provided a second efficiency promotion with
the goals of 1) reminding Californians that conserva-
tion was still important during the winter, and 2)
promoting home improvement efficiency products.

FIGURE 3. Winter Home

This pilot home improvement promotion took
place the week of January 19-27, 2002, and

Improvement Promotion
Brochure (back)

focused specifically on energy-efficient home

improvement and weatherization products to o
idential customers. Hardware and home
improvement retailers showcasedeERGY
STAR®—quaIified compact fluorescent bulbs an
or fixtures, caulking, weather stripping, progra
mable thermostats and windows, furnace filter
high-efficiency furnaces, insulation and other
home improvement products designed to help
consumers reduce winter electricity use and
costs. Unlike the first appliance promotion in
2001, there were no rebates (at least in the IQ
service areas) supporting this promotion due f{
the California Public Utilities Commission
(CPUC) timetable in approving the programs.

Flex Your Power recruited — through the mail
e-mail and thousands of phone calls — more
than 500 stores, both independent hardware
stores and chain retail stores (e.g., Sears, Low
The Home Depot, Orchard) throughout Califol

nia. Each signed the retailer participation forny wma

and committed to conduct home winterizing

3 ways to conserve
energy this winter.

1 Replace incandescent bulbs with Enercy S1ar® labeled
CFLs, which are 75% more efficient.
« Save money: If you make your next four light replacements Enercy
SAr, you will see an annual savlngs of up to 264 kWh or $37.
* Enjoy the g
labeled CFLs last up to 10 tlmes Ionger Imaglne the same light
while not having to change a light bulb for up to five years.

2 Install an Enercy Star labeled programmable thermostat.
* Save 10-15% on your heating bills.
 During the winter months, program your thermostat to 55
degrees when away and 68 degrees when home.

3 llse Ewym Smanr “Home Sealing” gmdelmes to save up to
n your heating and cooling bills.
. Add |nsulal|un to stay comfortable during periods of
extreme temperatures.
* Seal air leaks to stop drafts and get full performance from
your insulation.
© Look for Enercy Star labeled windows when
replacing windows in your home. - "‘
3

Look for the Exercy S label when
purchasing appliances and heating
equipment. Money isn't all you're
saving. For more information, visit
'www.energystar.gov or
rpower.ca.gov o call
1-866-YOURPWR (968-7797)

training for sales associates and spread energ

Yy

efficiency awareness by displaying and distribut-
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ing educational materials. Flex Your Power placed full-page ads in newspapers
throughout the State listing participating retailers and promoting energy efficiency. A total of 1,072

Flex Your Power then canvassed the stores to ensur\gtores_ ]
that they had received the materials, had trained parthIpated n
employees, were displaying signage and fulfilling the first-ever

other requirements listed on the pledge form. More .
than 98 percent of the stores were also canvassed.ﬁpmt app//ances
and home

total of 586 stores participated in this promotion,

FIGURE 4. Energy Efficiency
Promotion Rebate Card
(front)

NI=\¢ y {0
i you oo

u\’ wnWYy-

Appliance and Home Improvement Promo-
tion, May 2002 The spring promotion took

and once again thousands of brochures and signag?mprovement
were distributed in addition to tip cards and training
initiative in May

kits to all salespeople.
2002.

Based on the success of the appliance and home
improvement weeks, Flex Your Power organized a
series of quarterly promotional programs to include
both appliances and home improvement products for
the remainder of 2002. Each program included the
same partnership between Flex Your Power and
manufacturers and retailers statewide, and each fea-
tured products specific to the season in which it was
held. For example, in the spring, ceiling fans and
other energy-efficient products were promoted to
prepare for the summer heat, and summer white
sales (appliances) were promoted once again in
August.

FIGURE 5. Energy Efficiency
Promotion Rebate Card (back)

place the week of May 11. The goal of this fII’Qf-

ewer joint appliances and home improvement i

tiative was again to re-focus consumer attenti

on the measures they could take in the spring

summer to manage hot weather energy costs
to assist the State in managing the overall ene
demand. The promotion built upon the previou
promotions, combining the stores and product
of the first two promotions and was scheduled
coincide with the announcement of rebates fo
energy efficiency.

Here are some of the rebates included

in the 2002 Energy Efficiency Program.

ENERGY STAR® QUALIFIED
APPLIANCES

Clothes washer
Dishwasher
Room air conditioner

ENERGY STAR QUALIFIED
HOME IMPROVEMENT PRODUCTS

ble thermostats $20
$200

$100-$425
$175-$500

Central air conditioners
Heat pumps

ENERGY EFFICIENT
HOME IMPROVEMENT PRODUCTS
i

$0.15/sq. ft.
$0.15/sq. ft.

$50

As in the earlier promotions, it was promoted 578
with Flex Your Power recruitment, collateral
materials and newspaper advertising. New
retailer incentives to this promotion were state
wide TV and radio advertising and a second fy
page newspaper ad listing the products and p{ =
ner retail stores.

A total of 1,072 stores participated in this pron| - -
tion.

$300
$0.50/sq. ft.

Flex
your -

@

= Appliance and Home Improvement Promotion, August 2002This second joint
Energy Efficient Appliance, Lighting and Home Improvement Product Promotion
launched the week of August 19 and coordinated closely with water agency rebates and
promotional programs. Like the May 2002 promoation, it included TV, radio and two
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|
Flex Your Power
helped market
the California
Power Authority
Demand
Reserve
Program, which
gave
businesses,
water agencies
and local
governments
the opportunity
to draw down
power prior to a
staged alert.

full-page newspaper advertisements. All the same commitments, collateral and other
elements of the earlier promotions started to become standard for these promotions.

A total of 1,064 stores participated in this promo-

tion. FIGURE 6. April 2002 Energy

Efficiency Promotion Lighting

N . Aisle Hangd
Lighting, Appliance and Home Improvement isTe Hangdown

Promotion, October 2002 This final Energy
Efficient Lighting, Appliance and Home
Improvement Promotion of 2002 permanently
cemented the concept of coordinated energy
ciency programs statewide in California. The
I0OUs and most major municipal utilities and
water agencies plan to continue coordinating
rebate levels and products and have indicated §
desire to continue working with Flex Your Pows
on the planning and marketing of future promc
tions. As an indication of the program'’s accep
tance, more than 1,200 stores participated witj
hundreds faxing in their participation agreeme
within hours of receiving it. These stores have (£
come to expect the coordinated promotions ar
educational collateral material.

® Last up to 10
times longer than
incandescent bulbs.
* Are up to 75%
more efficient than
ordinary bulbs.

New Programs: 2002

Demand Reserve ProgramFlex Your Power began marketing the California Power
Authority Demand Reserve Program, which gave businesses, water agencies and local
governments the opportunity to draw down power prior to a staged alert. Flex Your
Power's efforts to promote the program included:

«  Coordinating with outside input on all marketing documents, including press
releases, FAQs, fact sheets and websites

- Creating target lists of current energy coordinators to perform an initial round of
outreach

« Driving as many leads to the aggregators as possible

« Outreaching to more than 200 energy coordinators who were deemed eligible for
the program

«  Continuing to provide feedback to Automated Power Exchange (APX) and Cali-
fornia Power Authority to expand on above-mentioned documents

- Outreaching to proposed websites to help drive up publicity and information
gathering

Flex Your Power Awards: In early 2002, Flex Your Power began planning the first-

ewver Flex Your Power Energy Conservation Awards program. The awards program was
designed to recognize the outstanding actions taken by California’s businesses, local
governments, water entities and nonprofits to combat the State’s energy crisis. In addi-
tion, other organizations and businesses received recognition for exemplary leadership
in energy conservation and efficiency. The program was modeled after the existing
Governor’'s Environmental and Economic Leadership Awards (GEELA) and was
designed in close coordination with GEELA staff from CalEPA and the Resources
Agency. The awards program was supported by the State and had a cabinet-level panel
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comprised of members of the State and Consumer Services Agency (SCSA), L
Resources Agency, CalEPA, Technology, Trade and Commerce Agency and the CEChe response to

to select the winners. the Elex Your

Officially launched in March 2002, Flex Power award
Your Power developed and broadly distrib- application was
uted an award application on various state

FIGURE 7. Flex Your Power Award
Certificate

websites, in statewide association newslet- over Whelmmg-
1D Ye B M ) PN ters and in e-mail and faxes to all of Flex [N tota/, Flex
CERTIFICATE of REcCOGNITION | Your Power’s energy coordinators (more Your Power
In Appreciation of Outstanding Leadership than 3,000) |n bus|nessesy governments and i
nonprofit organizations statewide. Flex Your received 92
Power staff also called the energy coordina- applications

tors to encourage participation. from a diverse

The application invited entries in three set of
broad categories: Education and Outreach, -
Innovative Implementation and Internal Pol- appllcants'
icies and Reforms. The response was over-

whelming. In total, Flex Your Power

received 92 applications from a diverse set

of applicants — businesses big and small,

governments urban and rural, state and fed-

eral agencies, schools and CBOs.

Before the award applications were sent to

N He 3 ; ; .
yo(:rxr the cabinet-level Executive Committee, they
OWER were catalogued and screened for complete-

ness. A Blue Ribbon Panel reviewed and

scored the applications based on a set of
objective review criteria. The Blue Ribbon

Panel offered a diverse set of perspectives and interests, both from inside government
and from Flex Your Power partner associations. The panel included: Steven Monk,
CalEPA; Chris Wagaman, SCSA; Randele Riedel and Susanne Garfield, CEC; Barbara
Hale, CPUC; Susie Wong, California Trade and Technology Commission; Mike Bow-
man, California Business Roundtable; Cybele Thompson, BOMA; Yvonne Hunter,
League of California Cities; and Eric Heitz, The Energy Foundation.

After a week of reviewing the applications, the Blue Ribbon Panel selected 25 award
applicants to recommend to the cabinet-level committee. From those 25, the cabinet-
level committee chose 22 businesses, local governments, special districts and nonprofit
winners. Award winners were presented with a glass trophy; special-recognition win-
ners received a certificate at an awards ceremony in Sacramento on August 20, 2002.

Flex Your Power sent invitations to all applicants and notified the winners beforehand.
More than 100 people attended the event, as well as Cabinet Secretaries (Secretary
Aileen Adams, State and Consumer Services Agency; Secretary Lon Hatamiya, Tech-
nology, Trade, and Commerce Agency; and Secretary Mary Nichols, Resources
Agency) and representatives from the CEC. The awards ceremony was covered in the
broadcast and print media and in the newsletters of the winning organizations.

Best Practice GuidesAs part of Flex Your Power’s public education campaign, staff
conducted hundreds of interviews with energy contacts at businesses, local govern-
ments, water and wastewater agencies and state departments to learn more about the
programs they had undertaken in response to California’s energy crisis in 2001. The
objective was to tell their energy conservation or energy efficiency story in a case study
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I and/or best practice guide format and share the studies with others in the hope that they
Flex Your Power would replicate the success stories.
best practice Flex Your Power developed a survey consisting of detailed questions about how a

. . project or projects were planned, implemented and monitored, and then identified and
gui des outl{ned contacted a variety of businesses, local governments, water and wastewater agencies
the Strategies and state departments with successful energy conservation or efficiency programs. The
and methods by focus was on the energy conservation and efficiency measures that were taken in 2001

to help the State avert the energy crisis and reduce energy use at peak times, especially

which different during the summer months.

c_)rgan/zat/ons Throughout the campaign, the staff shared this information with other entities to for-
lmp/emented mulate and expedite programs to save energy. From this information, Flex Your Power
their energy developed more than 50 case studies and edited them into 12 different best practice
. guides. These more comprehensive guides outlined, step by step, the strategies and
conser\_/at/on methods by which the different entities implemented their energy conservation and
and EffICIency efficiency programs. The guides covered the following topics:
programs. « Local Government
-Reduce Energy Use in Local Government Facilities Through Conservation Mea-
sures
-Reduce Energy Use in Local Government Facilities Through Efficiency
Improvements
-Promote Energy Conservation and Efficiency Through a Public Outreach Cam-
paign

-Promote Energy Conservation and Efficiency Through Public Services, Incen-
tives and Technical Assistance

-Target Low-Income and Senior Populations for Energy Conservation
e Business

-Reduce Energy Use in Commercial Facilities Through Conservation Measures
and Efficiency Improvements

-Reduce Energy Use in Industrial and Manufacturing Facilities Through Conser-
vation and Efficiency Measures

-Target Business Employees for Energy Conservation in the Workplace
-Promote Energy Conservation and Efficiency Through a Public Outreach Cam-
paign
- Water and Wastewater Agency
-Reduce Energy Use in Water and Wastewater Facilities Through Conservation
and Efficiency Measures
-Promote Energy Conservation and Efficiency Through Public Outreach, Incen-
tives and Assistance
- State Agency
-Reduce Energy Use in State Facilities Through Conservation Measures

This book recognizes businesses, local governments, water and wastewater agencies and
state departments for their extraordinary contribution to energy conservation and effi-
ciency in California in 2001, and serves to provide others with a framework for creating
similar, successful programs.
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Overview 2001 Flex Your Power

By many accounts, the 2001 Flex Your Power campaign was the most successful ener[gyg/ped
conservation campaign in history. It helped Californians effectively conserve up to 5,57 alifornians
megawatts (MW) at peak — surpassing the most optimistic projections — and kept Cal
fornia free of blackouts from February through December 2001. In January 2002, the C&M1SErve up to
ifornia Energy Commission (CEC) released data that stated Californians used 8.9 perdgs 70 MW at
less electricity during peak hours and 6.7 percent less energy overall in 2001 when corg-

pared with 2000's electricity useThere were 29 days during the summer of 2000 when Eea,k an_d kept
the demand in the California Independent System Operator’s (California ISO) area  California free
exceeded 40,000 MW. There were only six of these high-demand days during the sumfgerm blackouts

2
of 2001: from February

Some experts have contended that California reduced its energy use because its ecortdmwugh

was in a recession during the summer of 2001 or because the weather was cooler thaDécfember 2001.
previous summers. But statistics do not support these theories. There was, in fact, a genera

increase in economic activity from 2000 to 2001 at the same time that electricity demand

fell. Secondly, the summers of 2000 and 2001 each ranked as the 25th warmest summer in

more than a century, yet Californians averaged a 10 percent cut in their electricity use dur-

ing sgmmer peak hours, and reached an astonishing 14 percent at peak (5,570 MW) in

Junes:

To be clear, many factors contributed to the incredible energy savings. Front-page press
creating a crisis atmosphere and voluntary actions stimulated by the campaign’s media and
initiatives certainly played a role. There was also no shortage of motivations: fear of high
rates, potential cost savings, the 20/20 and other rebate programs, altruistic reasons and, of
course, mandates such as the governor’s executive order on outdoor lighting and CEOs’
directives to corporate energy managers to cut energy use. Flex Your Power organized all
of these factors into a clear strategy, concise messages, a realistic timetable and the gover-
nor and the Legislature provided the needed funding, tools and support, without which
these results would not have occurred.

Governor Gray Davis said after the first year of the Flex Your Power campaign, “l am
proud of what Californians accomplished. Many experts doubted that conservation alone

1. Press Release, “Governor Davis Announces Energy Conservation Made the Difference in 2001,” Feb. 26,
2002, PR02:101. Numbers adjusted for weather and growth.

2. “Summer 2001 Conservation Report,” p. 16.
3. Ibid, p. 15-16.
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I — could make a crucial difference. Californians truly flexed their power, conserved at

Peak demand in unheard of levels and saved money. Energy conservation and improved efficiency made a
June 2001 was crucial difference in 2001.”

reduced by FIGURE 1. Monthly Peak Demand Reduction in 2001

roughly 14 (Percent change 2000 to 2001)
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FIGURE 2. Monthly Energy Reduction in 2001 (Percent change 2000 to 2001)
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2001 Energy Savings By Sector, Source and Initiative

Roughly 47

Though it is difficult to know precisely where the savings came from, the campaign, woﬂercent of the

ing with the CEC, the California Public Utilities Commission (CPUC) and the Power

Authority, made these estimates:
TABLE 1-1. 2001 Energy Savings Summary Highest Peak Use: 39,613 MW

. Conser-
Sector Efficiency . Total Sector
0,
Sector Sector% MW MW vation MW %
MW

Residential 34.5 13,666 494 1,818 2,31 16.9%
Commercial 35.1 13,904 383 1,599 1,982 14.3%
Government 3.9 1,545 189 97 286 18.59
Industrial 22.1 8,715 2 808 810 9.3%
Agriculture 4.5 1,783 39 141 180 10.1%

otals: 100 39,613 1,107 4,463 5,570 14.1%
Residential

residential retail
electric
customers
reduced energy
consumption
during 2001
compared with
earlier years.

Some market research, beyond that which was referred to earlier, was conducted to help
measure the results of Flex Your Power’s outreach efforts to California residents. Accord-

ing to the California Energy Efficiency Residential Market Research Study, which was

conducted by E Source in the first two weeks of October 2001, about 47 percent of resi-
dential retail electric customers in California reduced their consumption during 2001 com-
pared with earlier years, and energy usage decreased in all service territories at similar

percentages.

FIGURE 3. Energy Use Increase/Decrease Compared to 2000

Don’t Know
1%

Decreased
47%

Stayed th
Same
40%

Increased
12%
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I — FIGURE 4. Percent of Those Saying Energy Use Decreased, by Utility
Seven out of 10
Californians . 100,
implemented §
energy o 804
conservation &
measures — o 01
mostly “no- =
cost")a/nd “low- g 4
cost”— in 2001. S 0l

&

0

PG&E SCE SDG&E Munis (others)

Base: Total sample. Those whose consumption “decreased.”

Source: California Energy Efficiency Residential Market Research Study, conducted by E Source, October
2001.

E Source conducted 20-minute phone interviews of a random sample of 400 residential
customers throughout the state of California, including customers of investor-owned utili-
ties (IOUs), municipals and co-ops. Other key findings of the study included:.

« Seven out of 10 California consumers implemented energy efficiency measures
since the energy crisis in California began.

- Eighty-four percent of those consumers took “no-cost” measures related to usage
cutbacks and 59 percent took “low-cost” measures related to investments in items
such as energy-efficient light bulbs or programmable thermostats.
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FIGURE 5. Types of Energy Efficiency Measures Taken

Eighty-four
N . percent of those
0-cost conservation
efforts such as changin| who
thermostat settings, o 84 .
changing the time you implemented
used certain appliancep
energy
. efficiency
Lower cost conservatio
efforts such as new measures
lighting fixt
rogrammable would do the
thermostats same in 2002 if
_ _ the situation
Higher cost conservatiof .
such as new windows, remained the
new energy efficient
appliancesggr additiona_ same.
insulation

30 40 50 60 70 80 90
Percentage saying "yes

Base: Those who have implemented energy efficiency measures since the energy crisis in California began.

Source: California Energy Efficiency Residential Market Research Study, conducted by E Source, October
2001.

The study also found that the vast majority of those polled believe that actions of individu-
als helped California avoid power outages during the summer of 2001 (see Figure 7-6.).
And 84 percent of those who implemented energy efficiency measures in 2001 said they
would do the same thing in 2002 if the situation remained the4s(aee Figure 7-7.).

FIGURE 6. Did Your Efforts Help Contribute to an Improved Energy Situation
This Summer?

Yes, definitely

No

|

=
IS

Not sure 5

20 40 ® 80 100
Percentage saying "yes"

ST

Base: Those who have implemented energy efficiency measures since the energy crisis in California began.

Source: California Energy Efficiency Residential Market Research Study, conducted by E Source, October
2001.

4. E Source, “California Energy Efficiency Residential Market Research Study,” October 2001.
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|
The
conservation
measures
undertaken by
the commercial
and industrial
sectors were
dominated by
no-cost
practices, such
as removing
lights.

FIGURE 7. Will You Do The Same Thing Next Year If the Situation Remains the
Same?

Yes, definitely
84%

Base: Those who have implemented energy efficiency measures since the energy crisis in California began.
Source: California Energy Efficiency Residential Market Research Study, conducted by E Source, October
2001.

Commercial and Industrial

The CEC also attempted to describe how public and private organizations responded to the
energy crisis during the summer of 2001 by drawing from two data sources: the Statewide
Small/Medium Nonresidential Customer Needs and Wants Study: Final Report by Quan-
tum Consulting and Xenergy Inc. in July 2001, and interviews conducted by Washington
State University (WSU) in the fall of 2001. Key findings included:

- Public sector organizations and small/medium businesses were “impacted” most
by higher energy prices, according to WSU and Quantum/Xenergy.

« The Quantum/Xenergy data indicates the institutional segment expressed the
greatest general concern over blackouts (45 percent).

«  The circumstances of the summer of 2001 raised the risk of not doing energy
conservation.

- No-cost conservation practices that involved modifying behavior dominated all
reported activities in the Quantum/Xenergy study. Removing lights to reduce
lighting levels provided a very visible response in many organizations.

- For peak-load reduction, voluntary curtailment actions such as turning off equip-
ment and lights dominated in the actions reported to WSU researchers.

- Public and private organizations alike used peers and peer organizations as
sources and models for actions to take. Quantum/Xenergy found that more than
50 percent of small/medium businesses belonged to either a community-based
organization or trade/industry group.

- Many organizations interviewed by WSU believed they had reduced their elec-
tricity demand and had contributed to the lack of blackouts.
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«  The Quantum/Xenergy study found the conservation actions to be crisis-drive i —
Among small/medium customers, 94 percent reported they would conserve “a§tate office

long as the crisis lasts or as long as necessary.”

buildings cut

Government energy use by

The State Leadership, Energy-Efficient Communities/Local Government and Save Wal

I, .
— Save Energy Initiatives helped to deliver the following successes for the governmer?z percent n

an average of

sector in 2001 and continue to do so in 2002. Additionally, we know the following from 2001, including

actual energy-use data in many state buildings and through surveys and commitmentsg 24
made by local governments:

percent

reduction in

»  State office buildings cut energy use by an average of 22 percent in 2001, incI‘Lﬂ]ne

ing a 26 percent reduction in June.

« Updated energy efficiency building standards are saving an estimated 200 MW a
year. In five years, the savings are expected to reach 1,000 MW a year — enough
electricity to power an estimated 750,000 homes.

» Many local governments took some notable action during the year to save energy.
Fifty-eight percent of those activities could be considered conservation, such as
delamping offices; turning off unused electrical equipment; launching public
education efforts; shifting load off-peak; and cutting air conditioning use at peak.
Forty-two percent of their activities could be considered installed or sustained
efficiency, such as replacing traffic lights with low-emitting diodes (LEDs);
replacing heating, ventilating and air conditioning (HVAC) systems; installing
timers/motion sensors on appliances and lights; installing new efficient water
pumps; and upgrading lighting systemwide (fluorescent to T12s).

« Flex Your Power secured 261 energy coordinators from water agencies to cut
energy use by 15 percent in their facilities. Many agencies implemented a variety
of conservation (shifting equipment use to off-peak; installing energy manage-
ment systems; altering heating and cooling settings) and efficiency measures
(testing, cleaning and maintaining equipment; installing energy-efficient motors;
retrofitting lighting).

Agricultur e

The agriculture sector is the hardest to gauge and because of the summer growing season’s
demanding energy use (irrigation pumping and processing), it had the hardest time con-
serving.

Nevertheless, Flex Your Power successfully disseminated the conservation message
throughout the sector. The campaign sent out 53,000 brochures with basic information on
funding programs to: county farm bureaus (15,000); trade shows and events (3,000); agri-
cultural energy and irrigation organizations (10,000); education events (5,000); and addi-
tional agricultural groups (20,000). And approximately the same number of bilingual
educational brochures on time metric and other irrigation-specific savings for irrigators
were distributed through the same channels.

Overview 2002

By the end of 2002, the State’s efforts, including the Flex Your Power campaign, had suc-
cessfully educated Californians about conservation and helped instill it as a way of life.
The campaign had helped the State escape two high-temperature summers without black-
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|
By the end of
2002, the State’s
efforts,

including the
Flex Your Power
campaign, had
successfully
educated
Californians
about
conservation
and helped
instill it as a

way of life.

outs and lessened the risks of an energy shortage in the future. Unlike 2001, in which the
California ISO declared 70 Stage 1, 65 Stage 2 and 38 Stage 3 energy emergencies in the
just the first half of the year, 2002 had only one Stage 2 energy emergency and no Stage 1
or 3 energy emergencies. Data from the State conservation programs, such as the 20/20
program, demonstrated that Californians continued to save energy and money. Approxi-
mately 33 percent of San Diego Gas and Electric (SDG&E) customers, 32 percent of
Southern California Edison (SCE) customers and 29 percent of Pacific Gas & Electric
(PG&E) customers qualified for 20 percent rebates in August 2002, according to prelimi-
nary numbers from the CPUC. These resources conserved at least 20 percent as compared
with 2001.

Following the unveiling of the new “Power to the People” Flex Your Power ad in October
2002, which featured the John Lennon song by the same name and thanked Californians
for embracing energy conservation and efficiency, Governor Davis congratulated Califor-
nians for stepping up to the energy challenge. He stated, “By flexing their power, Califor-
nians have made all the difference. This has helped save energy statewide and kept money
in the pockets of consumers.”
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Governor Gray Davis issued a total of 27 Executive Orders on energy between August 2000 and December 2002. The fol-
lowing pertain to energy conservation and efficiency.

Executive Order D-15-00
Executive Order D-16-00
Executive Order D-18-01
Executive Order D-19-01
Executive Order D-30-01
Executive Order D-33-01

Executive Order D-56-02
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EXECUTIVE ORDER D-15-00 by the Governor of the State of California

WHEREAS, the California Energy Commission has determined that California faces potentially severe shortages of elec-
tricity this summer that could extend into the summers of 2001 and possibly 2002; and

WHEREAS, the California Independent System Operator (ISO), a not-for-profit corporation, is responsible for managing
the State electrical power grid; and

WHEREAS, during periods of peak demand the California Independent System Operator (ISO) may declare in progres-
sive stages an Electrical Emergency, depending upon the amount of reserve generation available to the California electri-
cal grid; and

WHEREAS, conscientious management practices at State facilities can reduce energy consumption; and

WHEREAS, during periods in which electrical demand puts strains on the electric systems of the state's utilities every
effort to reduce energy demand and increase needed electricity supplies is critical to ensuring the stability of the electrical
grid; and

WHEREAS, the state's effort to lead, shed electrical loads, and encourage load shedding by other consumers can have an
important impact on statewide energy supplies and reduce the seriousness of some future situations; and

WHEREAS, if local and federal government facilities, business and residential consumers followed the State's lead during
an emergency and similarly reduced their power by two to three percent or more, many severe electricity emergencies
could be averted.

NOW, THEREFORE, I, GRAY DAVIS, Governor of the State of California, by virtue of the power and authority vested in
me by the Constitution and statutes of the State of California, do hereby issue this order to become effective immediately:

1. Direct the State and Consumer Services Agency in consultation with the Department of General Services; the
Business, Transportation and Housing Agency in consultation with the Department of Transportation; the Youth
and Adult Correctional Agency in consultation with the Department of Corrections and the Youth Authority; and
the Resources Agency in consultation with the Department of Water Resources to immediately institute energy
conservation measures that will reduce energy consumption during stage Il and stage Il electrical emergencies.

2. Direct the aforementioned agencies and departments, under the leadership of the State and Consumer Services
Agency to coordinate response efforts for any future electrical emergencies, to monitor the effectiveness of
responses and to develop training programs for State facility managers.

3. Direct the State and Consumer Services Agency in consultation with the Department of General Services and the
Office of Emergency Services to develop and implement a comprehensive communications strategy to ensure
that critical information regarding any energy emergency accurately and quickly flows from the utilities to the
agencies of State government and their facility managers.

IN WITNESS WHEREOF | have hereunto set my hand and caused the Great Seal of the State of California to be affixed
this the second day of August 2000.

/sl Gray Davis

Governor of California
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EXECUTIVE ORDER D-16-00 by the Governor of the State of California

WHEREAS, California is committed to providing leadership on energy, environmental and public health issues by imple-
menting innovative and resource-efficient public building design practices and other state government programs that
improve the lives of California's 34.5 million residents; and

WHEREAS, the state invests approximately two billion dollars ($2,000,000,000) annually for design, construction and
renovation, and more than six hundred million dollars ($600,000,000) annually for energy, water, and waste disposal at
state-funded facilities; and

WHEREAS, a building's energy, water, and waste disposal costs are computed over a twenty-five year period, or for the
life of the building, and far exceed the first cost of design and construction; and

WHEREAS, an opportunity exists for the State of California to foster continued economic growth and provide environ-
mental leadership by incorporating sustainable building practices into the state capital outlay and building management
processes; and

WHEREAS, sustainable building practices utilize energy, water, and materials efficiently throughout the building life

cycle; enhance indoor air quality; improve employee health, comfort and productivity; incorporate environmentally pref-
erable products; and thereby substantially reduce the costs and environmental impacts associated with long-term building
operations, without compromising building performance or the needs of future generations; and

WHEREAS, the widespread adoption of sustainable building principles would result in significant long-term benefits to

the California environment, including reductions in smog generation, runoff of water pollutants to surface and groundwa-
ter sources, the demand for energy, water and sewage treatment services, and the fiscal and environmental impacts result
ing from the expansion of these infrastructures; and

WHEREAS, it is critical that my Administration provide leadership to both the private and public sectors in the sustain-
able building arena,;

NOW, THEREFORE, |, GRAY DAVIS, Governor of the State of California, by virtue of the power and authority vested in
me by the Constitution and statutes of the State of California, do hereby establish a state sustainable building goal and
issue this order to become effective immediately:

The sustainable building goal of my administration is to site, design, deconstruct, construct, renovate, operate, and
maintain state buildings that are models of energy, water, and materials efficiency; while providing healthy, productive
and comfortable indoor environments and long-term benefits to Californians.

The Secretary for State and Consumer Services (hereinafter referred to as “the Secretary”) shall facilitate the incorpo-
ration of sustainable building practices into the planning, operations, policymaking, and regulatory functions of State
entities. The objectives are to implement the sustainable building goal in a cost effective manner, while considering
externalities; identify economic and environmental performance measures; determine cost savings; use extended life
cycle costing; and adopt an integrated systems approach. Such an approach treats the entire building as one system anc
recognizes that individual building features, such as lighting, windows, heating and cooling systems, or control sys-
tems, are not stand-alone systems.

In carrying out this assignment, the Secretary shall broadly consult with appropriate private sector individuals and pub-
lic officials, including the Director of the Department of Finance; the Secretary of Business, Transportation, and Hous-
ing; the Secretary for Education; the Secretary for Environmental Protection; the Secretary of Health and Human
Services; and the Secretary for Resources. The Secretary shall submit a report to the Governor within six months of the
date of this order, containing a recommended strategy for incorporating sustainable building practices into develop-
ment of State facilities including leased property.

Thereafter, on an annual basis, the Secretary shall report on the activities and on the efforts of all State entities under
the Governor's jurisdiction to implement the Governor's sustainable building strategy. The Secretary shall devise a
method for compiling such information and reporting it to the Governor and the Legislature.

121 -



Appendix A: Executive Orders Issued Between 2000 and 2002 Related to Energy Conservation and Efficiency

All State entities under the Governor's jurisdiction shall cooperate fully with the Secretary and provide assistance and
information as needed. The Regents of the University of California, Boards of Governors of Community College Dis-
tricts, Trustees of the California State Universities, the State Legislature, and all Constitutional Officers are encouraged
to comply with the Executive Order.

Nothing in this Order shall be construed to confer upon any state agency decision-making authority over substantive
matters within another agency's jurisdiction, including any informational and public hearing requirements needed to
make regulatory and permitting decisions.

IN WITNESS WHEREOF | have hereunto set my hand and caused the Great Seal of the State of California to be affixed
this the second day of August 2000.

/sl Gray Davis

Governor of California

° 122



Appendix A: Executive Orders Issued Between 2000 and 2002 Related to Energy Conservation and Efficiency

EXECUTIVE ORDER D-18-01 by the Governor of the State of California

WHEREAS, on January 17, 2001, | proclaimed a State of Emergency to exist due to the energy shortage in the State of
California; and

WHEREAS, on January 11, 2001, California submitted to the Federal Energy Regulatory Commission a certification that
the state “will initiate a program to reduce peak load electricity consumption” in response to the U.S. Secretary of
Energy's mandate that “all California consumers make the maximum effort to reduce electricity use and conserve power”;
and

WHEREAS, some consumers are not aware of all they can do to reduce energy consumption. Specific awareness cam-
paigns can encourage and educate consumers about effective conservation strategies; and

WHEREAS, the Department of Consumer Affairs is charged with promoting and protecting the interest of California's
consumers and serving as an advocate for their health, safety, privacy and economic well-being;

NOW, THEREFORE, |, GRAY DAVIS, Governor of the State of California, by virtue of the power and authority vested in
me by the Constitution and the statutes of the State of California, including the California Emergency Services Act, and in
furtherance of my Proclamation of a State of Emergency, do hereby issue this order:

IT IS ORDERED that the Department of Consumer Affairs conduct a media awareness campaign to inform the public on
the importance of, and methods to, reduce energy consumption and resulting savings;

IT IS FURTHER ORDERED that this campaign shall be paid for with any funds available to the Department of Consumer
Affairs including, but not limited to, funds available to the Department pursuant to Government Code section 8628, funds
directed from the Energy Efficiency Public Goods Charge by the Public Utilities Commission, and any other appropria-
tions available to the Department;

IT IS FURTHER ORDERED that the Department shall enter into any contracts necessary in furtherance of this order as
expeditiously as possible, and is hereby authorized to do so, notwithstanding the provisions of the Government Code and
the Public Contract Code applicable to state contracts, including but not limited to, advertising and competitive bidding
requirements, which provisions are suspended pursuant to Government Code section 8571 to the extent that they would
prevent, hinder or delay the prompt mitigation of the effects of this emergency.

| FURTHER DIRECT that as soon as hereafter possible, this order shall be filed with the Office of the Secretary of State
and that widespread publicity and notice be given to this order.

IN WITNESS WHEREOF | have hereunto set my hand and caused the Great Seal of the State of California to be affixed
this the first day of February 2001.

/sl Gray Davis

Governor of California
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EXECUTIVE ORDER D-19-01 by the Governor of the State of California

WHEREAS, on January 17, 2001, | proclaimed a State of Emergency to exist due to the energy shortage in the State of
California; and

WHEREAS, efforts by California residents to conserve energy are essential to alleviating the energy shortage; and

WHEREAS, substantial amounts of electricity are consumed through unnecessary outdoor lighting by retail establish-
ments after business hours, including but not limited to, shopping centers, auto malls and dealerships; and

WHEREAS, it is imperative that unnecessary consumption of electricity be eliminated to mitigate the effects of this emer-
gency; and

WHEREAS, the energy shortage is a matter of public safety;

NOW, THEREFORE, |, GRAY DAVIS, Governor of the State of California, by virtue of the power and authority vested in
me by the Constitution and the statutes of the State of California, including the California Emergency Services Act, and in
furtherance of my Proclamation of a State of Emergency, do hereby issue this order:

All California retail establishments, including but not limited to shopping centers, auto malls and dealerships, shall
substantially reduce maximum outdoor lighting capability during non-business hours, except as necessary for the
health and safety of the public, employees, or property. “Maximum outdoor lighting capability” means the total
amount of wattage used in outdoor lighting to illuminate the outdoor premises of the retail establishment.

On or before February 9, 2001, the Office of Emergency Services in consultation with the Commissioner of the Cali-
fornia Highway Patrol and the Sheriffs of the following counties: Los Angeles, Orange, Santa Barbara, Alameda,
Shasta, Stanislaus, Sacramento, Fresno, and San Bernardino shall develop plans: (1) for the voluntary implementation
of this order as soon as practicable and (2) the mandatory implementation of the provisions of this order by March 15,
2001.

The Technology, Trade and Commerce Agency shall be responsible for publication, notification, and communication
about this Executive Order to the public, retail establishments and local officials. The State and Consumer Services
Agency and the Office of Emergency Services shall assist the Technology, Trade and Commerce Agency, as needed.
The Technology, Trade and Commerce Agency, working with the State and Consumer Services Agency, shall submit a
report recommending additional steps by commercial establishments to conserve energy.

Failure to comply with this order following a warning by law enforcement officials shall be punishable as a misde-
meanor with a fine not to exceed $1000, in accordance with section 8665 of the California Government Code.

| FURTHER DIRECT that as soon as hereafter possible, this order be filed in the Office of the Secretary of State and that
widespread publicity and notice be given to this order.

IN WITNESS WHEREOF | have hereunto set my hand and caused the Great Seal of the State of California to be affixed
this the first day of February 2001.

/sl Gray Davis

Governor of California
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Appendix A: Executive Orders Issued Between 2000 and 2002 Related to Energy Conservation and Efficiency

EXECUTIVE ORDER D-30-01 by the Governor of the State of California

WHEREAS, on January 17, 2001, | proclaimed a State of Emergency to exist due to the energy shortage in the State of
California;

WHEREAS, there is a high probability that the shortage of electricity will continue to cause rolling blackouts throughout
California affecting millions;

WHEREAS, significant conservation efforts are needed to mitigate the effects of this emergency;

WHEREAS, consumers will reduce their energy consumption if provided financial incentives and additional tools to pro-
mote energy efficiency in their homes; and

WHEREAS, it is estimated that an effective rate reward program can help reduce energy consumption by up to 3,500
gigawatt hours over twenty-four hours and up to 2,200 megawatt hours during critical summer peak consumption periods.

NOW, THEREFORE, I, Gray Davis, Governor of the State of California, by virtue of the power and authority vested in
me by the Constitution and statutes of the State of California, including the California Emergency Services Act, do hereby
issue this order to become effective immediately:

IT IS ORDERED that the Department of Water Resources shall implement a limited-term rate reward program for conser-
vation efforts by residential, commercial and industrial customers of electric corporations. Under this program, electric
corporations shall provide rate reductions to consumers with credits of up to twenty percent of the customer's Summer
2001 bills for reducing electricity consumption by at least twenty percent during June to September 2001. The program
will be financed through a reduction in the electric corporations' payments to the Department of Water Resources in subse-
quent months.

IT IS FURTHER ORDERED that the Public Utilities Commission is requested to direct electric corporations to submit
programs to carry out this Executive Order and promote consistency in its implementation.

IT IS FURTHER ORDERED that the Department of Consumer Affairs shall incorporate this program into its media
awareness campaign for maximum public participation.

IT IS FURTHER ORDERED that this order shall expire on December 31, 2001, unless extended or terminated earlier by
a subsequent Executive Order.

| FURTHER DIRECT that as soon as hereafter possible, this order be filed in the Office of the Secretary of State and that
widespread publicity and notice be given to this order.

IN WITNESS WHEREOF | have hereunto set my hand and caused the Great Seal of the State of California to be affixed
this the thirteenth day of March 2001.

/sl Gray Davis

Governor of California
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Appendix A: Executive Orders Issued Between 2000 and 2002 Related to Energy Conservation and Efficiency

EXECUTIVE ORDER D-33-01 by the Governor of the State of California

WHEREAS, on January 17, 2001, | proclaimed a State of Emergency to exist due to the energy shortage in the State of
California; and

WHEREAS, there is a high probability that the shortage of electricity will continue to cause rolling blackouts throughout
California affecting millions; and

WHEREAS, consumers will reduce their energy consumption if provided financial incentives and additional tools to pro-
mote energy efficiency in their homes and businesses; and

WHEREAS, it is estimated that an effective rate reward program can help reduce energy consumption by up to 3,500
gigawatt hours over twenty-four hours and up to 2,200 megawatt hours during critical summer peak consumption periods;
and

WHEREAS, on March 13, 2001, | issued Executive Order D-30-01 establishing the California 20/20 Rebate Program, a
limited term rate reward program for those energy customers of electrical corporations who reduce their electricity con-
sumption in excess of twenty percent of during June to September 2001; and

WHEREAS, the customers of the San Diego Gas and Electric Company electric corporation reduced their electricity use
by about seven percent last summer;

NOW, THEREFORE, |, Gray Davis, Governor of the State of California, by virtue of the power and authority vested in me
by the constitution and statutes of the State of California, including the California Emergency Service Act, do hereby issue
this order to become effective immediately:

IT IS ORDERED that the limited term rate reward program established by Executive Order D-30-01 is amended to pro-
vide that the customers of San Diego Gas and Electric Company shall be eligible for a twenty percent rate reward based on
a fifteen percent reduction in their electricity consumption.

IT IS FURTHER ORDERED that in all respects other than changing the rebate threshold for San Diego Gas and Electric
Company from twenty percent to fifteen percent, the program established by Executive Order D-30-01 shall remain
unchanged.

IT IS FURTHER ORDERED that this order shall expire on December 31, 2001, unless extended or terminated earlier by
a subsequent Executive Order.

| FURTHER DIRECT that as soon as hereafter possible, this order be filed in the Office of the Secretary of State and that
widespread publicity and notice be given to this order.

IN WITNESS WHEREOF | have hereunto set my hand and caused the Great Seal of the State of California to be affixed
this the twenty-sixth day of April 2001.

/sl Gray Davis

Governor of California
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Appendix A: Executive Orders Issued Between 2000 and 2002 Related to Energy Conservation and Efficiency

EXECUTIVE ORDER D-56-02 by the Governor of the State of California

WHEREAS, on January 17, 2001, | proclaimed a State of Emergency to exist due to the energy shortage in the State of
California; and

WHEREAS, California continues to suffer the effects of the 2001 energy emergency caused by artificial shortages and
market manipulation; and

WHEREAS, there remains a significant probability that these disruptions pose a threat of rolling blackouts throughout
California affecting millions; and

WHEREAS, the associated high electricity prices have a serious impact upon the finances of the State and result in bil-
lions of dollars charged to California’'s consumers, businesses, utilities and taxpayers; and

WHEREAS, the unprecedented conservation efforts of the People of California during the summer of 2001 mitigated the
effects of the energy emergency in the past and continued efforts are needed during the critical summer peak; and

WHEREAS, consumers have proven that they will reduce their energy consumption if provided financial incentives and
additional tools to promote energy efficiency in their homes; and

WHEREAS, the customers of the San Diego Gas and Electric Company electric corporation reduced their electricity use
by about seven percent in the summer of 2000; and

WHEREAS, it is estimated that the 20/20 rate reward program offered in the summer of 2001 was a key component of
achieving 2,600 MW of peak demand savings during the June to September 2001 critical summer peak consumption
months; and

NOW, THEREFORE, I, Gray Davis, Governor of the State of California, by virtue of the power and authority vested in
me by the Constitution and statues of the State of California, including the California Emergency Services Act, do hereby
issue this order to become effective immediately:

IT IS ORDERED that the Department of Water Resources shall implement a limited-term rate reward program for conser-
vation efforts by residential customers of the electric corporations. Consistent with the 20/20 rate reward program offered
in 2001, under this program, electric corporations shall provide rate reductions to consumers with credits of up to twenty
percent of the customer's Summer 2002 bills for reducing electricity consumption by the minimum threshold set for their
service area during July to October 2002. The minimum reduction threshold for the Pacific Gas and Electric and the
Southern California Edison service areas should be twenty percent reduction over the corresponding July to October 2000
usage. The minimum reduction threshold for the San Diego Gas and Electric service areas should be fifteen percent reduc-
tion over the corresponding July to October 2000 usage. The program will be financed through a reduction in the electric
corporations' payments to the Department of Water Resources in subsequent months.

IT IS FURTHER ORDERED that the Public Utilities Commission is requested to direct electric corporations to submit
programs to carry out this Executive Order and promote consistency in its implementation.

IT IS FURTHER ORDERED that this order shall expire on December 31, 2002, unless extended or terminated earlier by
a subsequent Executive Order.

| FURTHER DIRECT that as soon as hereafter possible, this order be filed in the Office of the Secretary of State and that
widespread publicity and notice be given to this order.

IN WITNESS WHEREOF | have hereunto set my hand and caused the Great Seal of the State of California to be affixed
this the twenty-third day of May 2002.

/sl Gray Davis

Governor of California
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	With Flex Your Power’s help in developing and distributing collateral, many local governments were able to launch public education and awareness programs.
	Flex Your Power collaborated with BOMA and the SEIU to develop a joint, statewide energy conservation and efficiency program to immediately reduce energy use in commercial office buildings.
	More than 70 business associations and hundreds of businesses statewide committed to cutting energy use 20 percent in the summer of 2001 compared with the previous summer.
	The Energy Education in Schools Initiative put energy- reduction information in the hands of teachers, principals, students and parents and implemented energy conservation partnerships and activities for the school year.
	More than 3,000 student leaders were trained through workshops and activities on energy conservation and efficiency.
	Flex Your Power conducted a vigorous outreach campaign to approximately 30,000 nonprofit organizations and community- based organizations across the State.
	Under the “Light Brigade” Initiative, more than 1.9 million CFLs were personally distributed to nearly half a million homes statewide.
	The campaign secured 261 energy coordinators and pledges from water agencies to cut energy use by 15 percent in their facilities.
	The campaign canvassed small business districts to recruit small businesses to distribute energy conservation brochures, to provide information about retrofit programs and provide a free energy audit.
	The five promotions, held between August 2001 and October 2002, led to a 100 percent increase in the sale of energy- efficient appliances and an astonishing 400 percent increase in the sale of energy- efficient lighting.
	Grocery stores across the State distributed more than 13.5 million Flex Your Power flyers with conservation tips to residents during the week of the Labor Day holiday.
	The overall message of the initiatives was conveyed through the statewide paid advertising campaign.
	California’s situation in the winter of 2001/ 02 presented major challenges to the media campaign because many Californians believed the crisis was over, and after September 11, “free” news media about the energy shortage fell dramatically.
	“Californians truly flexed their power, conserved at unheard of levels and saved money,” said Governor Davis. “Energy conservation and improved efficiency made a crucial difference in 2001.”
	Flex Your Power’s objective in 2002 was to build upon the success of both the conservation and the efficiency elements of the 2001 campaign.
	Approximately 33 percent of SDG&E customers, 32 percent of SCE customers and 29 percent of PG&E customers qualified for 20 percent rebates in August 2002.
	California traditionally imports 20 percent of its electricity. Due to regional demand growth, available imports declined by 28 percent between 1999 and 2000.
	Without market forces pushing utility companies to pursue energy efficiency programs, funding for such programs dropped dramatically.
	The mixture of controlled retail and uncontrolled wholesale prices under deregulation led to bankruptcy fears for utilities.
	Chapter 1: California’s Energy Situation Leading Into 2001
	Overview
	1. No New Generation: In the 12 years preceding the summer of 2001, no new major power plants were built in California. Uncertainty in the early 1990s about the future regulatory structure of the State’s electricity industry had slowed power ...
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	4. Policy Changes Adversely Affect Energy Efficiency Programs: California has had a history of energy efficiency and conservation programs since the 1970s. However, funding for and promotion of the programs have diminished in recent years. In...
	5. Deregulation: Beginning in September 1996 with the passing of Assembly Bill (AB) 1890, California’s electricity market was deregulated. In an effort to protect smaller utility companies, AB 1890 promised lower rates for utility companies t...
	6. Drought Conditions: Drought conditions reduce the volume of water available for generating hydroelectric power and increase electrical demand, as additional power is needed to pump groundwater for irrigation and similar projects. Snow pack...
	7. Shut Down of Power Plants: Beginning in January 2001 and through the spring of 2001, several power companies shut down generation plants, citing reasons such as storm- and fuel-related problems, “excessive vibrations,” mechanical fail ure,...


	Energy Supply Projections
	1. In April 2001, the California Department of Water Resources published a report forecasting a 55 percent below average April-to-July water runoff and greatly reduced reservoir levels. As a result, NERC predicted far less hydropower imports ...
	2. With information on updated power plant construction and planning schedules, NERC forecasted no new generation for June, and only 1,500 MW by September. In fact, the CEC’s final reports for 2001 stated that of the total number of power pla...
	3. Although California experienced more generation offline for scheduled or unscheduled repairs than usual during the winter of 2000/01 - as high as 6,800 MW at times - the California ISO felt confident that recent maintenance on numerous pla...
	4. NERC feared that QFs could not provide the previously projected megawatts because of emissions or financial limitations. All generation plants had restric tions on the amount of emissions the plant could release into the air. Old genera ti...
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	In 2001, several power companies shut down generation plants, citing reasons such as storm- and fuel-related problems, mechanical failure and maintenance work.
	Seven factors together created a type of “perfect storm” in the winter of 2000/01.
	Every forecast predicted that California would have an energy shortage for the summer of 2001, with demand outpacing available resources.
	The CEC forecasted a greater demand and a significantly worse deficit for July 2001.
	In April 2001, the California Department of Water Resources forecasted a 55 percent below average April- to-July water runoff.
	Since generation alone could not cover the energy deficit, California had to find a way to curtail demand.
	In April 2001, Governor Gray Davis unveiled the specific goals of the State’s three- part energy management program.
	The California Independent System Operator issued 17 Stage 2 electrical emergencies throughout the summer of 2000.
	An executive order directed the State and the Consumer Services Agency to coordinate a variety of programs to significantly reduce state building load and encourage statewide conservation.
	Chapter 2: The State’s Solution: Flex Your Power 2000 Through the Summer of 2001
	Overview
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	1. Executive Order D-14-00 directed all California agencies involved in building new energy facilities to streamline the review process for siting new power plants without compromising environmental laws or public health and safety protec tions.
	2. Executive Order D-15-00 directed state agencies to take immediate emergency actions to reduce energy use during Stage 2 and Stage 3 alerts. Measures included reducing hot water temperatures to 105 degrees in state buildings, reducing overh...
	3. Executive Order D-16-00 directed the SCSA to include sustainable building practices into plans for all new state building projects. The best practices included measures to improve the energy efficiency of lighting, windows and heating and ...
	1. Energy Conservation: Develop and implement conservation protocols to ensure that state employees are taking full advantage of every opportunity to conserve. Measures included: turning off lights, computers and monitors upon leaving a room ...
	2. Energy Efficiency: Invest in energy-efficient appliances and practices and imple ment energy retrofit projects in state buildings. The goal was to retrofit 100 mil lion square feet over the next two years.
	3. Education: Develop an aggressive education campaign designed to teach state employees about the importance of conservation, both at work and at home; place conservation tips on websites, in newsletters, in the State's voicemail system and ...
	4. Training: Train all facility managers and building engineers on conservation and efficiency measures. Hold facility staff accountable for building performance in order to ensure that state office buildings had to continue to conserve.
	5. Outreach/Partnerships: Enter into many public/private partnerships to encour age conservation at every turn and communicate the message to millions of Cali fornians.
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	According to utility information, state buildings reduced their electricity demand by 21 percent in January 2001 over January 2000.
	To avoid blackouts in 2001, Californians had to make immediate behavior changes, such as turning off their lights and using appliances after peak.
	The bills signed into law on April 11, 2001, set aside more than $850 million to reduce demand and encourage conservation.
	The outreach component of the campaign involved developing tailored strategies to reach and educate the different sectors of California that used the most energy.
	The campaign’s short-term goal was to achieve a peak energy savings of 5,000 MW by the summer of 2001.
	Flex Your Power had to design a variety of initiatives to reach the California’s diverse residential sector, which accounts for 35 percent of the State’s peak energy demand.
	The advertising campaign included simple messages executed through an integrated mix of TV, radio, print and outdoor advertisements.
	Flex Your Power recruited Home Depot and other hardware stores to help implement the Small Business Initiative.
	The Flex Your Power team canvassed business districts in the five California regions to provide a free energy audit and infor- mational energy-savings brochures.
	Through the Energy-Efficient Appliances Initiative, Flex Your Power sought to maximize the availability of energy-efficient products in California and increase the sale of Energy Star®-labeled products.
	Chapter 3: Implementation of Flex Your Power Initiatives for 2001
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	Phase 2 Announcements: Partnerships and Momentum
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	Results
	Part 1
	FIGURE 8. Kids’ Flex Your Power Energy Challenge
	1. Schools: The Kids’ Flex Your Power Energy Challenge was publicized through direct mailings to teachers, phone calls to princi pals, confer ences and workshops, newsletter articles (e.g., UTLA and CASBO) and meetings with school superin ten...
	2. Science Centers: The campaign partnered with the seven Science Centers in the State to use the Kids’ Flex Your Power Energy Challenge as part of their summer program. The centers were California Science Center in Los Angeles, The Explorato...
	3. Boys and Girls Clubs: The campaign also partnered with the Boys and Girls Clubs in the State on the Kids Flex Your Power Energy Challenge.


	Part 2
	FIGURE 9. Energy Education Grant Flyer
	1. Energy Educa tion Grant Pro gram: The SCSA allocated $1 million to implement an Energy Educa tion Grant Pro gram for teachers. The program pro vided Califor nia K-12 teachers with the opportunity to receive grants of up to $3,000 to suppor...
	2. California Arts Council School Energy Conservation Program: The SCSA collaborated with the California Arts Council to fund the Energy Education Through Arts grant program, which presented an opportunity for artists in vari ous disciplines ...
	3. Innovative Energy Education Grant Program: The SCSA allocated $1.8 mil lion to implement a grant program for public and private organizations, as well as nonprofits.

	FIGURE 10. Innovative Energy Education Grant Flyer
	4. Central Valley Schools Energy Efficiency Program: Central Valley districts undertook a comprehensive energy education, teacher training and facility improvement effort. The program provided technical assistance to help school districts dev...
	5. K-3 School Assembly Program: The SCSA allocated $75,000 to finance a part nership with the Department of Conservation to integrate a round of energy con servation questions into an existing Recycle Rex School Assembly Program - a fun-fille...
	6. California Association of Student Councils (CASC): CASC, a student leader ship group that works with elementary, middle and high school student councils throughout the State, adopted energy conservation as a central policy focus and incorp...
	7. California Science Center: The SCSA partnered with the California Science Center in Los Angeles to develop a comprehensive energy conservation program, including energy conservation exhibits, a summer science program, an energy conservatio...
	8. California Boys & Girls Clubs: The SCSA partnered with the Boys & Girls Clubs of America to coordinate and implement an energy program to a select group of 15 clubs in five regions of the State - Los Angeles, San Francisco, Sac ramento, Sa...
	9. Alliance to Save Energy (ASE) Green Schools Program: The SCSA partnered with the ASE to increase the number of school districts implementing the Green Schools Program in the State. Green Schools is a highly successful, holistic energy cons...
	10. Outreach to School Districts:


	Results
	FIGURE 11. NPO/CBO Declaration of Action

	Results
	FIGURE 12. NPO/CBO Signature Response Form
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	Results
	FIGURE 13. Save Water - Save Energy Letter
	FIGURE 14. Save Water - Save Energy Tips
	1. Collateral: Flex Your Power distributed Save Water, Save Energy lobby signs and brochures to all water and wastewater agencies, which in turn spread the message to their communities.
	1. Energy-Efficient Appliances Initiative: (See Initiative #11 below) Through a letter to the major water and wastewater associations and a calling program, Flex Your Power asked the associations and individual utilities to help promote Energ...
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	Phase 3 Announcements: Efficiency, Long-Term Behavior Change
	FIGURE 15. Small Business Audit Leave-Behind Flyer
	FIGURE 16. Small Business Auditor Worksheet
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	Water agency success stories include Hum- boldt Bay Municipal Water District, which replaced aging water pumps with energy- efficient pumps - and realized a 54 percent reduction in July 2001.
	A Flex Your Power challenge to the sectors: Provide the leadership, take action and urge others to do the same. If you do, we can avoid blackouts.
	Major state office buildings dropped electrical loads by about 40 percent each night; saved approximately 200 MW during Stage 2 emergencies; and reduced overall energy consumption by an average of 23 percent in the first six months of 2001.
	The governor’s 20/20 program added a powerful reinforcing message and incentive to people and businesses to strive for the high energy- savings goal of 20 percent.
	A key function of the Flex Your Power campaign was identifying and sharing policy tools and programs undertaken by local governments that can be replicated to save energy.
	State facilities followed aggressive energy conservation protocols stipulated in a series of management memos.
	The strongest energy efficiency building standards in the country were developed, approved by the CEC and formally adopted by the California Building Standards Commission.
	The SCSA and Flex Your Power conducted several listening sessions to help develop a comprehensive energy education program for the 2001/02 school year.
	Each Cabinet agency used its thousands of daily contacts with citizens, businesses and others to spread information about energy conservation and efficiency.
	Flex Your Power sent local government energy coordinators a comprehensive information packet that included a Local Area Workplan, information on all campaign initiatives and resources to create an energy conservation program.
	The State worked with the California State Association of Counties and the League of California Cities to coordinate local responses to energy emergencies.
	The State collaborated with businesses such as McDonald’s, which placed energy conservation messages on 4 million tray liners in 1,100 restaurants.
	Flex Your Power participated in bi-weekly Local Government Partnership meetings throughout 2001 to keep abreast of all activities, with an emphasis on energy-efficient communities.
	More than 85 percent of the cities and 90 percent of the counties in California agreed to be partners of Flex Your Power.
	Local government success stories include the City of Paramount, which reduced energy use 23.1 percent in three facilities in a five-month period and received a 20/20 rebate by upgrading an HVAC system and implementing lighting retrofits.
	At a press conference, BOMA publicly committed the first 300 million square feet of commercial office space to the “Lights Out” Initiative.
	During the summer of 2001, 27 percent of the State’s businesses cut at least 20 percent of their energy consumption.
	Flex Your Power collaborated with business organizations and CEOs to develop a declaration under which businesses would commit to conservation goals and a course of action to achieve them.
	The kick-off event for the CEO Business Leadership Initiative announced the support of more than 200 business leaders.
	Flex Your Power broadened the participation of companies in the CEO Business Leadership Initiative by asking them to appoint energy coordinators, not necessarily CEOs.
	Flex Your Power communicated regularly with 1,332 business energy coordinators over the course of the campaign.
	Business success stories include Marriott Hotels, which through an aggressive energy conservation campaign, achieved a BTU- per-square-foot improvement in 2001 of more than 10 percent, with one hotel reporting a 50 percent improvement.
	The Kids’ Flex Your Power Energy Challenge included an energy activity kit and a resource guide for 4th, 5th and 6th grade teachers and students.
	Grants of up to $6,000 were awarded for artists to work on energy- conservation- related projects with teachers and students in K-12 schools.
	Flex Your Power designed a University/ College Campus Initiative to take place during the fall and winter of 2001 in an effort to educate the hard-to-reach, yet critical college-age audience.
	The SCSA partnered with the California Science Center to develop energy conservation exhibits, a summer science program and an energy conservation school outreach program.
	More than 4,100 teachers received Energy Hero Awards for attaining 75 percent class participation on the Kids’ Flex Your Power Energy Challenge energy audit homework assignment.
	Flex Your Power worked with the CAN to develop a Declaration of Action for nonprofit energy conservation modeled after the CEO Declaration.
	A total of 545 nonprofit organizations pledged to cut energy use by 20 percent and approximately 16,000 individuals matched those pledges.
	The “Light Brigade” distributed more than 1.9 million light bulbs to 475,000 residences in all 58 counties of the State and delivered 1.4 million Flex Your Power energy-saving tips brochures to more than 700,000 residences.
	The Agriculture Action Initiative aimed to help agriculture businesses learn how to shift loads off- peak and to determine suitable retrofits and available funding for such retrofits.
	Flex Your Power formed partnerships with agricultural organizations and agricultural businesses to disseminate information on funding for energy efficiency programs.
	Flex Your Power, the governor and the leaders of the seven big statewide water associations sent out a joint letter challeng- ing 1,130 water districts statewide to promote the message that saving water also saves energy.
	Flex Your Power stayed in touch with water/ energy coordinators on a regular basis to pass on new information, answer questions and share successful water/energy conservation stories from water agencies around the State.
	The Save Water - Save Energy Initiative secured 261 water/energy coordinators from water and wastewater agencies to commit to reducing energy use by 15 percent in their facilities.
	By helping Flex Your Power promote Appliance Awareness Week in August, water and wastewater agencies contributed to the increased sale of Energy Star®-qualified appliances.
	The task force meetings concluded that manufacturers would agree to participate in energy-efficient appliance promotions if they saw a long- term planning, strategy and coordination among key partners, utilities and the State.
	By the August 18 launch, 578 appliance retail stores out of 752 retailers contacted (77 percent) had agreed to participate in Appliance Awareness Week.
	Grocery stores across the State distributed energy- conservation- tip bag stuffers developed by Flex Your Power throughout a 10-day period around Labor Day weekend 2001.
	Flex Your Power reached as many as 1.05 million people with the bookmarks.
	It was imperative that the advertising and media campaign effectively educate residents on ways to reduce energy use.
	The energy situation was such that the media campaign had to enlist the help of the public without blaming or offending it.
	The six general market TV ads presented simple, no-cost measures that when done by many people could help prevent rolling blackouts.
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	A media research survey found a positive correlation between conservation behavior and campaign awareness.
	The media campaign played an important role in supporting and providing a context for the Flex Your Power initiatives.
	After the September 11 terrorist attacks, “free” news media about the energy shortage fell dramatically.
	The10 new general market ads in the spring and summer of 2002 focused on both conservation, reflecting the tips conveyed during the summer of 2001 and produced by DCA, and efficiency funded by the CPUC.
	The messages of the ads tried to combat the faulty perception of powerlessness to do anything about the energy crisis.
	In the spring of 2002, Flex Your Power launched the first energy- efficient product promotion that was backed by the CPUC- funded TV and radio ads.
	As part of the agreement with appliance manufacturers and retailers, Flex Your Power ran a full-page ad in newspapers statewide announcing the first Energy Efficient Appliances Promotion in August.
	A positive commitment to energy conservation rose from 74 percent to 81 percent from April to December 2001.
	Significantly more of those polled who correctly described the ads were likely to agree that conservation can solve California’s energy problems than those people who did not remember the ads.
	Economic recession and the September 11 terrorist attacks diverted the public’s attention away from energy conservation and efficiency efforts.
	In the past, the California ISO could count on an average of 2,800 MW in interruptible loads.
	The drought conditions experienced in late 2000 grew worse in 2001 and continued through 2002.
	The campaign estimated that the installed efficiencies through 2001 and the first half of 2002 would reduce at least 1,350 MW of demand at peak hours.
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	By December 2001, the public’s awareness of Flex Your Power reached 67 percent.
	Flex Your Power provided a second efficiency promotion to remind Californians that conservation was still important during the winter, and to promote home improvement efficiency products.
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	Flex Your Power’s objective in 2002 was to build upon the success of the conservation and efficiency elements of the 2001 campaign.
	Nearly all local governments said they were going to continue to conserve at rates of 50 percent or more than 2001 levels.
	Flex Your Power convinced all the IOUs and major municipal utilities to offer consistent rebates on the same products and jointly promote a residential rebate program with Flex Your Power.
	A total of 1,072 stores participated in the first-ever joint appliances and home improvement initiative in May 2002.
	Flex Your Power helped market the California Power Authority Demand Reserve Program, which gave businesses, water agencies and local governments the opportunity to draw down power prior to a staged alert.
	The response to the Flex Your Power award application was overwhelming. In total, Flex Your Power received 92 applications from a diverse set of applicants.
	Flex Your Power best practice guides outlined the strategies and methods by which different organizations implemented their energy conservation and efficiency programs.
	Flex Your Power helped Californians conserve up to 5,570 MW at peak and kept California free from blackouts from February through December 2001.
	Peak demand in June 2001 was reduced by roughly 14 percent when compared to peak demand in June 2000.
	Seven out of 10 Californians implemented energy conservation measures - mostly “no- cost” and “low- cost” - in 2001.
	The conservation measures undertaken by the commercial and industrial sectors were dominated by no-cost practices, such as removing lights.
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	Roughly 47 percent of the residential retail electric customers reduced energy consumption during 2001 compared with earlier years.
	Eighty-four percent of those who implemented energy efficiency measures would do the same in 2002 if the situation remained the same.
	State office buildings cut energy use by an average of 22 percent in 2001, including a 26 percent reduction in June.
	By the end of 2002, the State’s efforts, including the Flex Your Power campaign, had successfully educated Californians about conservation and helped instill it as a way of life.
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	EXECUTIVE ORDER D-15-00 by the Governor of the State of California
	1. Direct the State and Consumer Services Agency in consultation with the Department of General Services; the Business, Transportation and Housing Agency in consultation with the Department of Transportation; the Youth and Adult Correctional ...
	2. Direct the aforementioned agencies and departments, under the leadership of the State and Consumer Services Agency to coordinate response efforts for any future electrical emergencies, to monitor the effectiveness of responses and to devel...
	3. Direct the State and Consumer Services Agency in consultation with the Department of General Services and the Office of Emergency Services to develop and implement a comprehensive communications strategy to ensure that critical information...
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